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comurds For Important Events 


These Attractive, Colorful, Large Size COmurads Are in Stock 
Easy to Use... Inexpensive... Dramatic... Order Yours Today 


‘ f r ' gh 


SM-801—"'In The Shade’’ Awning Design—Size 15” x 90”—5 Halftone Colors. Each. 








1 AM OLD GLORY: 





SM-802 —'‘'Refreshing"’ Birch Tree 
Design—Size 30” x 90”. 10 Halftone 
Colors. For sport shops. Each . $4.75 


SM-804—"'Smiling Through" comura P-1131—‘‘Old Glory" comura—Size 
—Size 30” x 90”. Processed 9 Half- 30” x 90”. Processed 8 Halftone Col- 

? ie & F tone Colors. For Infants Department. ors. For patriotic promotions. 
oe 9 Each . . 2. $4.75 Ga tw ww OD 


12 PAGE ILLUSTRATED CATALOGUE OF WAR TIME DISPLAY SUGGESTIONS 
W.L. Stensgaard and Associates, Inc. » 346 N. Justine Street ¢ Chicago, Ill. 


OUR PLANT IS DOING MORE AND MORE WAR WORK 
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OUR NEXT ISSUE THE COVER I943 


Among the numerous features scheduled for the May 
issue are three that are particularly timely: ‘Pittsburgh ; : cei ais 
Industry In War''—an impressive exhibit by Laszlo the display pictured on this issue's cover. 
Gabor, Kaufmann's; "Rhode Island's Dimout Display,’ Done by the display department of Con- 
showing how Providence's displays look under dimout 
illumination, and a group of outstanding windows which 
look far into the future under the title of "What We | under the direction of Ray Martin, assist- 


technique of display within the store which will 
Are Fighting For;"' they are by J. H. Brewer, Bullock's, ant advertising manager, the unit has tre- . . . ” 
los Amides, . . . Ta tny-taee <i alee eonbela: cum- ce) 9 actually sell merchandise from the display itself. 


plete details of the ‘Convention in Print'’ which is to mendous power through its size, dramatic. . . Joseph J. Knowles, vice-president, Stewart & 
be featured in the June number. treatment, and posteresque technique. Co., Inc., Baltimore. 


. . . A complete display program for 1943 
should have two principal objectives. The first 
is to cooperate as completely as possible with 
every effort directed toward the winning of the 


Particularly clean-cut and attractive is 


lidat i 
solidated Edison Company of New York, war. . . . Secondly, to develop an entirely new 




















Inspired by Mary Lewis — sculptured by the Mary Brosnan Studios — considered a 


“must” by smart displaymen. Deliveries as soon as possible — government orders and 


priorities permitting. Offered on an exclusive basis: photographs and details on request. 


JAS. B. WILLIAMS, INC. 


498 SEVENTH AVENUE e NEW YORK ciTY 





4 DISPLAY WORLD APRIL, 1943 


BISHOP VICTORY DISPLAYS 
for MAY and JUNE, 1943 


x with themes suggested by Retailers War Campaigns, War Savings Staff of * ‘ 
U. S. Treasury Department, O. W. |. and many other authoritative sources. | 4 





HELP BRING HIM HOME Scones “i 





A pontry well stocked 


with home conned Foods 


is qoed insurance ‘ , tn” i ‘ iy 








May '43 "Canning" Victory Display. Processed in four colors June ‘43 ""Womanpower" Victory Display. Screen proc- 
and varnished. Photo-illustration in black photo-gelatin. essed in nine attractive colors. 


Specitications, May and June (V43-56) Victory Displays: Each set includes two 59" x 42"' displays, as illustrated above, 
both on heavy 100 point seasoned cardboard. Price f. o. b. Chicago (without stands), $12.40 per 2-card set. 


* * * * * * * * * *« a 
ra "2 For Standing 
poocaead geek bm + Bishop Displays |: 
© un A new type ( no ; 
of attractive, 


inexpensive 
* woodstrip 
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stand is now ay a 
available. It 4 \ 


consists of 4 I 
white wood- 4 
strips and blue 
wood fibre 
bases, and is 4 ‘ 
* semi - perma- | 2 


nent. One 
stand serves (_| 
as a_ holder : 
* for one dis- a 
play, or two displays back to | } 5 
back. For standing Victory [4 




















Displays please specify WS-43 : 

*% Woodstrip Stands—95c each. 

For standing other Bishop Displays : 

(J43-5) "Preserving" Display (W43-5) "Planning Ahead" Display please specify S-43 Woodstrip Stands ; 

ey —65c each. a 

Specifications, J43-5 and W43-5 displays: Each display size 2914" x 42"' on Vv S a 

a te 4 aii “9 : we rege : fe a 4: ' ; — * Also available for standing the 59" x 4 

point seasoned cardboard. Each processed in four a tractive colors wi 42" Victory Display is the Victory Dis- ¥ 
photo-illustrations in black photo-gelatin. Finish varnished. Price f. o. b. Chicago play Stand, a permanent fixture. Price 

(without stands), $4.45 each or $8.90 per set of two cards. f. o. b. Chicago $24.50 each. 





Scohos PUBLISHING COMPANY + 427 West Randolph Street + Chicago, Ill. 
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tirring Sessions Mark National Meeting 
Of N.A.D.1. At New York 





Permanent Officers Elected; Membership to Be 


The spirit and interest that marked the 
sessions of the first general meeting of the 
National Association of Display Industries 
since its founding at St. Louis in June, 1942, 
bespeak an active and useful existence. The 
sessions were held at the Pennsylvania hotel, 
New York City, March 27 and 28, with a 
very excellent attendance, as follows: 

Joseph I. Adler, The Adler-Jones Com- 
pany, Chicago; Albert Bliss, Bliss Display 
Corporation, New York; James V. McNichol, 
Bulkley, Dunton & Co., New York; L. J. 
Charrot, L. J. Charrot Company, New York; 
Trowbridge H. Stanley and L. Carl O'Keefe, 
L. A. Darling Company, Bronson, Mich.; E. 
Freund and Ralph Behrisch, Decorative 
Plant Company, New York; Syd Messer and 
Al Messer, Display Equipment Corporation, 
New York; Karl Roth and Robert N. 
Stoodt, Gardner Displays, Pittsburgh; I. T. 
Vierheller, Garrison Wagner Company, St. 
Louis; Earl Gasthoff, Earl W. Gasthoff 
Company, Danville, Ill.; Max Mayer, Gren- 
eker Studios, New York; J. Sabin, Victor 
Haida Displays, New York; Frank Dubin 
and A. Lutz, A. Lutz Company, New York; 
George Mileo, P. C. Mileo, New York; Nat 
Siegel and A. Gamsu, Nat Siegel Fixtures, 
New York; George Silvestri and B. J. Gor- 
man, Silvestri Art Manufacturing Company, 
Chicago; Frank W. Spaeth and Ralph Ma- 
son, W. L. Stensgaard & Associates, Chi- 
cago; Ralph W. Adler, Jas. B. Williams, 
Inc., New York. Special guests in attend 
ance were N. Silverblatt, manager, and V 
W. Sebastian, eastern representative, DIS 
PLAY WORLD. 


Enlarged and Active Program Instituted 


The Saturday session opened with a word 
of welcome to the members by President 
Ralph W. Adler, who expressed great satis 
faction with the large and representative at 
tendance. He explained that much progress 
has been made since the organization meet- 
ing at St. Louis and emphasized that there 
now exists a firm foundation for a strong 
trade organization to work for the progress of 
the industry and to solve its problems, which 
at this time are many and varied because 
of the war. He stated further that the 
association should do everything in its power 
to lend aid and assistance to the members 
by exchange of ideas and information. He 
said that the association was still oper 
ating on a temporary basis, but that the 
association had been incorporated under the 
laws of the State of Illinois and that the 
first order of business would therefore be 
the ratification of this act and the by-laws, 
to be followed immediately by the election 
of permanent officers. 


Secretary George Silvestri then outline 
the history of the foundation of the asso 
ciation, confirmed the presence of a quorum 
legally to transact business, and then read 
the by-laws, which were approved unani 
mously. 

Silvestri then reported the action of sec 
tional meetings held separately at New York 
and Chicago, at which identical resolutions 


—Members in attendance at Saturday se;- 
sion of N. A. D. |. Conference— 


N. A. D.| 


ANNUAL MEETING 


were adopted that conditions do not permit 
holding a manufacturers’ exhibit this year. 

Treasurer Joseph I. Adler reported the as 
sociation in excellent financial condition and 
said this would be greatly strengthened when 
a membership campaign is launched, stat 
ing the membership could be doubled with 
little effort as many display houses have al- 
ready declared their intention to become 
athliated. 


Chairman Trowbridge H. Stanley reported 
the work of the Public Relations committee, 
stating that some forty trade journals were 
being contacted regularly and had given the 
group considerable publicity 


\ letter was read from Alvin M. Mendle, 
American Fixture & Manufacturing Com 
pany, St. Louis, who could not be present, 
mentioning three points that deserved asso 
ciation attention, as follows: Convention by 
mail; continuation of the work of the Inte1 
national Association of Display, emphasizing 
the importance of control of the industry by 
the manufacturers themselves, and, lastly, 
coordination of the Victory Display Com 
mittee’s program with the display industry 
These matters received serious and thorough 
discussion with the following conclusions 
(1) I. A. D. Relations—The N. A. D. I 
is directly interested in the welfare of the 
I. A. D. and its work to elevate the standing 
of the profession to that of other store exec 
(2) Exhibit No action should be 


because as tar 


utives ; 
taken regarding future policy 


[Continued on page 38) 
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Cotton Week 


By CHARLES 


Director of 
Cotton-Textile 


Window and interior displays for Cotton 
week, which will ke observed this year from 
May 17 to May 22, will be derived for the 
most part from the slogan for the event: 
“Cotton Fights on Every Front.” This slo- 
gan suggests the manifold uses of cotton 
for both military and civilian purposes, uses 
which have been multiplied ten-fold by the 
necessities of global warfare and the steps 
already taken to place the national economy 
on a true wartime footing. 

While there is a general tendency to tone 
down or streamline most merchandising ef- 
forts, the fact remains that from the retail 
viewpoint Cotton week this year is more 
important than at any time in its history. 
With supplies of many fibers reduced or 
almost entirely cut off, more Americans are 
wearing cotton than at any time in the an- 
nals of the nation. The millions of men in 
the fighting forces now constitute the lead- 
ing customers of the cotton industry along 
with the thousands of workers who have 
been enlisted in war industries and are wear- 
ing sturdy cotton wear apparel from eight 
to twelve hours a day. In normal years, 
the country consumes about eight billion 
vards of cotton fabrics. Consumption now 
is averaging about twelve billion yards a 
year. 

Most of the displays now being planned 
will emphasize the patriotic motif. Reports 
at hand indicate that many stores are plan- 
ning to lay stress on the fact that cotton 
is one fibre in which we happen to be self- 
sufficient and that from its cultivation and 
processing flow many of the more important 
elements that go to make up the American 
standard of living. For background mate- 
rial retail outlets are already working on 
battle scenes showing the use of cotton in 
Commando operations, on the desert, in 
North Africa, and in the steaming jungles 
of Guadalcanal and New Guinea. 

Some stores, especially in those areas 
where population figures have been climbing 
and stocks as a consequence are low, are 
planning special displays which will show 
the wartime uses of such staple cottons as 
percales, sheets, towels, flannel nightwear, 
and underwear. For instance, they will show 
how bedsheet looms are weaving fabrics for 
hammocks while machinery that once was 
engaged on lacy curtain materials is now 
turning out mosquito nettings to protect 
the soldiers in the tropics from those dread 
“one-inch bombs,” malaria-bearing mosqui- 
toes. Other unusual uses that will be stressed 
will be the employment of cotton print cloths 
in the manufacture of airplane propellers, 


—Former Cotton week displays of distinction: 

Top, by Joseph Bronsing, J. Goldsmith & Sons 

Company, Memphis. . . . Center, by George 

H. Wagner, J. L. Brandeis Company, Omaha. 

Left, by Samuel Rosenberg, The Namm 
Store, Brooklyn— 
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...May 17-22 


K. EVERETT 


Merchandising 
Institute, New York 


the way in which sheetings and drills are 
used in the making of rubber boats and the 
contrast between the innumerable and strik- 
ing products that have been developed by 
the armed services and the altogether dif- 
ferent uses of the same cloths in peacetime. 

The wide variety of cotton gifts for men 
in the armed services will be the theme otf 
other retail displays. Items such as duffle 
kits, handkerchiefs, toilet sets, neckties, 
writing sets, luggage, towels and other cot- 
ton products that add much to the comfort 
of men in training or on the battle fronts 
overseas will be highlighted in these promo- 
tions. Stores discovered last Christmas 
that towels and handkerchiefs are among 
the most popular gift items for soldiers and 
sailors. 

In war production centers where all types 
of work clothing have been selling in heavy 
volume, stores are planning to feature the 
new functional work garments designed to 
meet the requirements of special occupa- 
tions and to provide the maximum of com- 
fort and safety. In other centers plans are 
afoot to dramatize the clothing that has 
been styled especially for wear in connec- 
tion with the cultivation of Victory gardens. 
In the larger cities, stores have already 
started to push this type of merchandise. 

In some centers, especially those located 
near the training camps, stores have already 
taken steps to borrow from army supply 
depots various types of cotton uniforms 
and equipment such as raincoats in which 
no rubber is used, jungle costumes, Arctic 
camouflage wear and other items which will 
be used to illustrate the way in which cot- 
ton garments are being diverted for military 
usage. 

As always, of course, Cotton week will 
mark the beginning of promotions of spring- 
summer fashions in all types of apparel. 
Women’s coats and suits, children’s gar- 
ments, sport shirts, slacks and similar items 
will be featured by many retail outlets. 
In fact, the great bulk of spring merchandise 
will be cotton, styled to meet the wartime 
requirements of the American people. 

In line with the trend toward conserva- 
tion, many stores, especially the larger out- 
lets, have quantities of printed material 
showing how consumers can lengthen the 
life of their wardrobes and home furnishings 
by proper care. As in the past, the wash- 
ability of cottons will be emphasized, as well 
as their hygienic qualities. 


—Top, by Haslett Glazebrook, De Pinna's. . . . 
Center, by James Gosling, Franklin Simon. .. . 
Below, by Robert Conway, Peck & Peck. . . 

(These three photographs of New York City 
Cotton week displays, as well as the one at 
the lower left on the opposite page are by 
courtesy of Worsinger Window Service, of 

that city) — 
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Around New York 





The Fifth avenue windows took over the 
annual New York Flower Show this spring 
and illustrated how wartime adjustments 
can be made through cooperative effort and 
imagination. The Grand Central Palace, 
where in pre-war years the Flower Show has 
been held, is now an induction center for 
the metropolitan area, and so the Fifth ave 
nue stores through their windows and in 
cooperation with the New York Florists 
Club and the Florists Telegraph Delivery 
\ssociation, gave a charming replacement 
of an annual event which has given pleasure 
to the metropolitan populace for many years 
Happily, the flower scenes made choice and 
appropriate backgrounds for the ultra-femi 
nine ready-to-wear which is paramount this 


season, 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


The prize-winning windows of Lord & 
Taylor's gave a true picture of fantasy in 
flowers. Blouses, in white or in delicate 
pastel tones, were the chosen merchandise 
by Display Director Henry Callahan for this 
series of flower windows where “Fresh 
Blooms for your Suit—the prettiest blouses 
in years—from the Blouse Shop” formed the 
fashion message. A romantic scene is de- 
picted in the display illustrated at the lower 
left where a sailor and a girl, both in white, 
recline in conversational pose on the grass 
terrace. The flowering branches of a pear 
tree, combined with white gladioluses ar- 
ranged as a fan-shaped flowering shrub, 
made a backgrouund for the figures. White 
blouses displayed on moss-covered hangers 
are hung from the scroll pattern of the sum- 
mer garden pergola which rises in the back- 
ground and is painted pure white. A garden 


chair, also of wicker and in white and using 
moss for upholstery, also serves as a dis- 
play background for additional white blouses. 
A white bird house suspended from the top 
of the window by a green satin ribbon forms 
a vase-like container for a single branch of 
flowering pear blossoms and also is a rest- 
ing place for a white pigeon. 

Flowers of an artificial variety took their 
place in the “Suit Shop” at Macy’s (top of 
page 9). A series of casement windows with 
fanciful vistas was used by Display Director 
Irving Eldredge as an elevated trim on the 
backwall above the stock cases. Against a 
plaque finished in sky-blue with cloud for- 
mations appears a form in natural pose and 
vested with a spring tweed suit. The white 
shutter swings back on its hinges to reveal 
a full view; both the blind and the plaque 
are spaced with large plaster pansies while 








a single large pansy is the boutonniere on 
the lapel.. The plaques are hung against 
the wall by violet or deep rose grosgrain 
ribbons. A third unit in this series shows 
a white flower pot with fluted edges planted 
with large pansies which are encircled with 
a deep white net ruffle. “Suit Shop” is spelled 
out in gray letters and the walls of the stock 
cases are painted an orange-red. 

“Straws of the Season—in Soft Tricot 
Straw” read the fashion message in a dec- 
orative powder-blue mount on a simulated 
music stand used by Display Director Sidney 
Ring in one of a series of six windows pre- 
senting spring millinery at Saks-Fifth Ave- 
nue (first photograph). In each of the win- 
dows, the mannequin emerges from a box 
which is painted either dusty pink, powder- 
blue or soft gray with motifs added in pas- 
tels. The mannequin gazes at the hats shown 


—Upper left, by Sidney Ring, Saks-Fifth Ave- 

nue. . . . Center, by A. Haverback, Oppen- 

heim Collins. . Left, by Henry Callahan, 

Lord & Taylor. .. (All photographs by 

courtesy of Virginia Roehl Studios, New York 
City) — 
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—Right, a view of the "Suit Shop" at Macy's, 

for which Irving Eldredge is display director. 

. . « Center, Macy's self-selection shirt depart- 

ment in the work clothes section. . . . Below, 
by James Gosling, Franklin Simon's— 


on white papier mache abstract heads which 
are grouped on the side wings of the box. 
Wire fixtures with curved lines and in grad- 
uated elevations appear in the foreground. 
These wire units were painted in a repeat 
shade of that used on the box. 

“Hats and Blouses—born for each other 
this Spring” was the headline in a series of 
four windows at Franklin Simon's (last pho- 
tograph). Display Director James Gosling 
(now in the armed forces) chose gray as 
background color for all of the settings. 
Three torso figures rise from a_ slanting 
gray panel; a slanting mirror interesting] 
inset in the backwall provided a full all-over 
view of the figures as well as giving the 
illusion of twice the number of hats dis- 
played. In the accompanying illustration the 
figures wear pink blouses with gray hats 





using pink flower trims; the gloves were also 
pink. Ruching in a matching shade of pink 
was carried in curved lines to encircle the 
merchandise. 

An outdoor dressing table was the focus 
ing point of a spring millinery display at 
Oppenheim Collins (page 8). A papier mache 
tree trunk with its spreading branches 
formed the dressing table—a tree that not 
only bore little flowers of tissue paper on 
its branches but also bloomed with flower 
laden hats on abstract heads. <A circular 
mirror centering the tree was framed in a 
wreath of leaves in green and chartreuse 
papers. The floor of the window was dull 
black with plots of emerald green shavings 
planted with branches which generously 
bloomed with hats and flowers. The back- 
wall was painted Nile green—a color which 
accented the California Sun and Strata gray 
hats. A. Haverback is display director. 

The Seventh avenue work clothes shop at 
Macy’s has recently been enlarged and com- 
pletely outfitted for self-selection and is now 
known as “Macy’s Rapid Service Work 
Clothes Shop.” A complete wardrobe for 
men’s work clothes, including shoes, under- 


wear and accessories, is now available and 
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the merchandise is all accessible to the cus- 
tomer by means of open racks, shelves, bins 
and with the help of very complete informa- 
tion given on cards. The illustrated view 
shows a section of the shirt department car 
ried the full length of one of the side walls 
The individual compartments are all painted 
in one shade of green \cross the top of 
the cases, the groupings of shirts are all 
identified with cards such as “Chambray 

Covert Broadcloth.” The card 
texts are subdivided by narrow red_ lines 
Shirt sizes start in the top bin at 14%, pro 
eressing through the six rows of bins to the 
final unit which is size 17 The individual 
cards accompanying each bin give - size, 
price and qualities of the merchandise. The 
panel unit attached to the subdivisions 
swines both wavs, and a folded shirt is 
shown on both sides of the unit—this tor 
display purposes and accompanied by full 
Cescriptive text. Though the shop is self- 
selection, with cashier desks conveniently 
placed, there are also many signs which give 
the customer the information that “Sales- 
people are available throughout the Shop if 


needed for help and advice.” 
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PROMOTIONS 


by Louis Gehring 


Display Designer and Consultant 
New York City 

























The cornucopia, symbolizing plenty, 's used here 
to display merchandise that is in abundance and 
that may not be rationed for some time to 
come, if ever. Its purpose is to encourage the 
public to buy wisely and to discourage clothes- 
hoarding and panic buying. A large, colorful 
horn displays attractive, inexpensive prints. A 
red check mark places emphasis on the word 
non-rationed'' and draws one's attention to the 
mannequin wearing the latest creation. 


June |5 is the date set for that precious second ration 
coupon. All-out for Victory demands that your feet 
be free from foot fatigue. Careful buying is the 
watchword, for only the best is good enough today if 
we are to carry out the slogan, ‘Walk and carry for 
your health, for your country.’ The tri-color patriotic 
banner serves as a display unit for the shoes. The 
broad stripes are red and white, with a white field 
of blue stars bearing the coupon number. A colorful 
seascape can be printed on the background, with sea- 
shells and similar objects scattered in the foreground. 


My husband-to-be is a bombardier 
and we're to be married this month." 
It is essential that stores be ever-ready 
during the present crisis for the hasty 
war marriages that are constantly oc- 
curring. War brides depend on them 
for quick solution to their needs and 
problems. Display ready-to-wear cos- 
tumes and accessories. 
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FOR JUNE 





Every day in every month is bond-selling day in 
America, but let that special day in June be 
bond-giving day for America's graduates. In 

. this sketch a white capital, bearing cap and 
diploma, is placed in the center of the display 
and is surrounded by bonds of various denomi- 
nations. ‘America's Gift to the Graduate’ is 
the caption for this display theme. 


cpt TAKE GOOD cae 
ef Yava war 








Father's Day is June 20. Let us not forget 
those fathers on the home front who are 
tirelessly giving of their time and energy to 
keep the wheels of industry turning for 
Victory. This sketch depicts a group of 
fathers framed by a ''V" for Victory and 
given the "'E"’ award for ''Excellence."’ Dis- 
play merchandise for relaxation and com- 
fort. 
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To conserve, whether it's gas, tires or clothes 
is the patriotic duty of every citizen. This dis 
play is a reminder to ‘'take proper care of your 
hat.'' The copy should include information such 

s ‘If you are going to put aside a hat for a 
while, put it away in a hat box. Don't allow 
hat-check girls or others to pile your hat up with 
other hats.’ In this sketch, ''V" for Victory sup 
ports an expanding V-unit for men's hats. Old, 
abused hats are piled carelessly in a framed unit. 
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The Chicago Scene 


Chicago displaymen are paying homage to 
Spring by cultivating a garden of gay bloom- 
ing hats. In the majority of windows the 
unwritten buyer-to-shopper message seems 
to be “Gather ye rosebuds while ye may” or 
in other words, “pick yourself a bouquet of 
bonnets” before the Ration Board decides 
to adopt a “hats off” policy and blue pencils 
second helpings of chapeaux. 

“Giddy Little Hats that are as gay and 
colorful as Summer's Flowers” reads the de- 
scriptive poster in a particularly arresting 
window designed by Arthur Porier for Lane- 
Bryant. The scene depicts a wayside flower 
stand with a quaint little old lady, black 
bonneted, and white aproned, in charge. The 
background, cleverly formed of three sec- 
tions of heavy paper rolled scroll fashion to 
form a square archway at the rear center, is 
plain and neutral to set off the extravaganza 
of blossoms, potted plants and baskets of 
growing flowers, dramatized by flower-topped 
hats both large and small which pop up 
here and there on heads emerging from 
watering cans. Overturned vegetable bas- 
kets and plywood crates add realism to the 
display, which is pictured at the top of page 
13 

Sam Blum, display director of The Fair, 
rates merit stars this month for his Easter 
flower cart display, created with the dual 
purpose of exhibiting blossoming headdresses 
and trim two-piece dress-suits. The magic 
that can be achieved with a paint brush 1s 
convincingly demonstrated by the happy all- 
over floral motif on the fanciful two- 
wheeled white pushcart and the impression- 
istic spot of scalloped sunlight on an old- 


fashioned brick wall centered on the paper 
backdrop of the display. The treatment of 


By KENDALL HULL 
F. A. Kuehn & Co., Chicago 


the floor is especially interesting, too, with 
verdant grass matting growing about patches 
of geometrically patterned composition tile 
which is also painted. In this exhibit, too, 
the hats, gloves, and accessories stem from 
short and long sticks interspersed among the 
pushearts’ plants and nosegays, and flower- 
ing bushes are arranged along the rear of 
the grass plot. The three hatted manne- 
quins wear checks to match the theme of 
the down-front poster which carries the cap- 
tion: “Checks Have Winning Ways! 

These Spring-minded checks rate compli- 
ments everywhere you go... they're so new, 
so figure flattering.” The display is pictured 


on page 13. 





The blue ribbon for originality goes to 
Jay Howe, of Mandel Brothers, for his set- 
ting titled “Springlike” and addressed to 
the very young. Imaginative as an illustra- 
tion from the “Road to Oz,” the window is 
dominated by a painted cut-out pony with 
shaving-curl mane and tail, drawing a burlap 
cart with solid wood flower-studded wheels. 
And the whole is placed upon an expanse of 
luxurious artificial grass before a stage drop 
picturing painted clouds and a painted tree 
with some rather startling three-dimensional 
leaves jutting out here and there from the 
otherwise flat piece. By contrast, the child- 
mannequins seem quite real. One little 
girl, left, grasps the ring of a white hitching 





post which supports the poster advising: 
“Young Ladies who want to look like a 
breath of- Spring will find it here in our 
Youth Center.” A hat and scarf collection 
lies upon the ground, completing the details 
of a fine window. It is illustrated on the 
next page. 

At Morris B. Sachs, Les Barofsky shows 
two models in spring outdoor wear, with 
the claim that “The Prettiest Easter Clothes 
You've Seen in Years” are those shown 
within the store. There’s no particular rea- 
son to give Barofsky an argument on the 
point—the appeal is lovely, and the gigantic 
spray of Easter lilies backed by a bank of 
moss fern and dressed up with a streamered 
taffeta bow is gorgeous. Highlighted by 
overhead spots, the display illustrated here 
has charm, dignity and dramatic appeal. 

Among outstanding patriotic interiors is 
the “Avenue of Flags” running down one of 


—At the upper left is a view of the "Avenue 
of Flags,'' as worked out for Carson Pirie 
Scott & Co., by J. W. Campbell. . . . Upper 
right, by Les Barofsky, Morris B. Sachs Com- 
pany.... Left, by H. H. Haney, The Crawford 
Department Store. . . . (All photographs by 
courtesy of F. A. Kuehn & Co., Chicago)— 
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—Top, by Arthur Porier, Lane-Bryant. 
Center, by Sam Blum, The Fair Store. . 
Below, by Jay Howe, Mandel Brothers— 


the main aisles of Carson Pirie Scott & Co. 
J. W. Campbell, who created this colorful 
tribute to America’s allies, has chosen large, 
rich banners of the United Nations, tipped 
one flag pole forward from each of the 
room support columns with the base rest- 
ing on the stock case circling the pillar. 
The whole effect is a riotous expanse of 
color flanking the aisle from one end of the 
store to the other. A stirring sight, as one 
may gather, though inadequately, from the 
illustration on this page. 

The Red Cross drive for funds of course 
was played up adequately by Chicago dis- 
playmen. Typical of the display efforts be- 
hind this campaign is the window pictured 
on the opposite page. It is the work of H. 
H. Haney, The Crawford Department Store, 
and is particularly notable because of its 
dramatic simplicity. There is no lost motion 
here—setting, treatment, and copy each drive 
straight to the point. 

Jack Pollari, display director for Madigan 
Brothers, reminds war-weary window shop- 
pers that it’s “Spring Again” by means of 
a smart hand-lettered poster that says so 
and three flower-splashed collections of to- 
morrow’s millinery that illustrate the state- 
ment. Cleverly arranged in the window is a 
trio of mannequins in three versions otf 
spring outfits, peeping through oval mirror 
frames on rococco white standards. Hats on 
heads, faceless forms, and sticks stem from 
all around graceful pottery vases filled with 
artificial fern and blossoms. Signs appropri- 
ate to each collection read, “Tailored,” 
“Fussy,” and “Dressy.” Purses, gloves, and 
bits of costume jewelry scattered throughout 
the setting complete the interesting display. 
It is not pictured here. 


Paper Flower Industry 


Granted Extension 

According to last-minute reports from 
Chicago, the manufacturers of paper flowers 
for display purposes have been granted an 
extension of time in which to produce such 
material. The War Production Board had 
formerly set May 1 as the deadline for 
stopping artificial flower manufacture; under 
the reported revision manufacture will be 
permitted through May 15 and it is said to 
be possible that a further extension may be 
put through to allow the use of all raw mate- 
rials at present in stock by each manufac- 
turer. 


“Man OF The Month" Citation 
For C. M. Shrider 


The War Bond committee for Muskingum 
county, Ohio, recently selected C. M. Shrider, 
display manager for The A. FE. Starr Com- 
pany, Zanesville, as the county's “Man of 
the Month.” Shrider received a_ special 
“Minute Man” citation provided by the 
Standard Oil Company of Ohio in recogni- 
tion of his “continued performance and ac- 
complishments above and beyond the re- 
quirements of ordinary patriotic duty in 
connection with the United States War 
Savings program in the State of Ohio dur- 
ing the month of January.” 
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ere And There 


Leading off this miscellany of display is 
an interior treatment by Arthur Gray, Lans- 
burgh & Brother, Washington. While along 
the self-selection line, Gray prefers to term 
this slack bar an “assortment display.” The 
slacks are separated by size and price, while 
two column signs extended on brackets re- 
sembling wrought iron call attention to the 
miniature department. 

To tie in with the company’s “Mississippi 
Magic” fabrics, the Celanese Corporation of 
America, New York City, used a series of 
displays in its showrooms to suggest the 
fabrics in an Old South atmosphere. The 
wrought iron grille work is reminiscent of 
the over-hanging balconies still existing in 
the South. 

Aubrey L. Maley, The Broadway-Holly- 
wood, Hollywood, designed the next display 
featuring flower-trimmed hats. The front of 
the window was masked off with wallboard, 
which was painted dark green. The lettering 
and flowers were done in pink. The large 
flower heads were cut out of the wallboard, 
with the millinery being shown behind these 
openings a la shadow-box. The back of the 
openings was curtained in a soft green mate- 
rial, and all of the lights were shot from 
behind the wallboard mask. 

The sophisticated millinery display is the 
work of Charles W. Davis, O’Connor, Mof- 
fatt & Co., San Francisco. The fronts of 
three adjacent windows were closed off and 
eight shadow-boxes were built in these win- 
dows close to the glass. The shadow-boxes 
were alternately square and oblong. Open- 
ings of the first were three feet and of the 
latter, three by four feet. Frames around 
the boxes made them appear about a foot 
larger all around. While the frame does not 
show clearly in the illustration, it really 
gave the window a true “picture” effect. 
The whole display featured a lavish use of 
color. The wigs on the heads were in gay 
colors and contrasted sharply with the color 
of the hats to give a bizarre effect. The wigs 
were in aqua, pink, black, white, platinum, 
vermilion, Kelly green, and pale ultramarine 
blue. The heads were suspended from differ- 
ent types of supports—glass rods, flexible 
conduit, and so on, from the sides, top, or 
the floor. There was also a variation in 
the floors of the shadow-boxes: some were 
tilted up, others down, some were level, 
others had no floor at all, the fixtures being 
placed directly on the floor of the window 
below, giving the feeling of great depth. 

The next display is the work of Everett 
Quintrell, The Elder & Johnston Company, 
Dayton, Ohio. The background message 
was lettered on a cut-out wallboard plaque 
which harmonized with the general back- 
ground scheme. The footwear rested on 
round displayers of wood with the natural 
bark in place. Grass mats covered the floor. 

How effectively display can be done in 
relatively small window space is demon- 
strated very clearly in the final illustration 
of an Easter display as used by the New 
York salon of Harriet Hubbard Ayer. Sharp 
Gothie arches in the background are covered 
with a thin film of translucent cellophane 
through which the light filters gently to 
create a vivid sense of the peace and calm 


associated with Easter. 
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“Bravest Soldier Of Them All!” 


By IRVING K. EDWARDS, Executive Director 
National Mother's Day Committee, New York City 


This year when we pay homage to the 
mothers throughout the land it will be a ges- 
ture more meaningiul than any for years 
past. The impact on morale of a_ united 
gesture to honor the mothers of America is 
obvious. 

Mother’s day affords displaymen a chance 
to do a real job in consumer relations while 
selling gift merchandise. In such times as 
these, America’s great stores must become 
more than mere vendors of merchandise. 
They must help mould the thought and lead 
the action of the communities they serve. 
This calls for a program designed squarely 
to meet these new conditions. 

The National Committee on the Observ- 
ance of Mother’s Day brings you such a 
program. <A program that is almost a cru- 
sade... a program designed to lift the 
spirits and fortify the courage of Amer- 
ican mothers. Such a program could not 
be developed in any ordinary way. It would 
present difficulties for stores working indi- 
vidually. It calls for a great nation-wide 
drive plus the intensity of local follow- 
through. 

The national committee is coordinating 
this all-out demonstration of homage to 
mother. McClelland Barclay painted the 
official Mother's day poster as the symbol 
for this highly important national celebra- 
tion. The official theme for Mother’s day 
1943 is: “Remember Mother . . . bravest 
soldier of them all!” Timely ... vital... 
keyed to the tempo of today .. . inspiring 
and meaningful . . . this slogan is alive 
with significance. The presentation of the 
poster to Mrs. Eddie Rickenbacker will ap- 
pear in the newsreels. Intensive, non-com- 
mercial activities in newspapers and maga- 
zines, on radio networks, a plan for the 
cooperative observance ot Mother's day by 
Chambers otf Commerce and Retail Mer- 
chants Associations will help furnish the 
sentimental background for the promotional 
effort. Proclamations by the president of the 
United States and governors of all states, 
statements by high civil and military of- 
ficials, city-wide observances, school and 


[Continued on page 39] 


—''Give her the luxuries she denies herself . . .’ 
is part of the card copy for the first Mother's 
day display pictured, from R. H. Macy & Co., 
New York City, in which frilly luxury gifts are 
stressed. Irving Eldredge is display director. 
. . « The words "Remember Mother with some- 
thing from Saks-34th Street'' are worked in 
brightly colored yarns in sampler fashion in the 
center display. The poster is trimmed with 
large pansies, and this flower is repeated on 
the drape at the rear... . B. Altman, New 
York City, used a complete series of Mother's 
day windows, of which the third illustration 
is an example. Gifts were shown in respective 
windows, as follows: ‘For the Career Mother;'' 
"The Party-Giving Mother; "The  Luxury- 
Loving Mother;" "The Outdoor Mother," and 
"The New Mother." Louis Viella is display 
director— 
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elf-Selection Sells Luggage 


By J. C. NICHOLS 
The Ernst Kern Company, Detroit 
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The opportunity of a lifetime has come to 
sell the customer who says, “I would like 
to look around, thank you”—an expression 
used more than a million times a day in the 
stores throughout the country. And_ the 
greatest opportunity in the history of dis- 
play has come to the displayman who has 
had foresight in departmental planning and 
presenting merchandise to the public for 
self-service display enables him to show 
merchandise at its best and by such display 
sell the real shopper and also the one who 
is “just looking, thank you.” 

I have watched self-selection in operation 
and have seen it work. Good self-selection 
merchandising is given the test and proven 
to be successful when a customer enters a 
department, has no need to ask questions, 
reads and follows the directional signs, 
then walks to a particular section for the 
merchandise in which she is interested. After 
examing the merchandise in this section and 
reading the descriptive matter, including the 
price, on the sectional sign, she will un- 
questionably make her own decision by 
choosing the item for which she came into 
the store. She will not stop here, after 
making her first purchase, but before leaving 
she will look over the entire display stock 
to see if there is anything else which fits 
her need. 

As I believe the displayman has a very im- 
portant job in presenting merchandise to the 
public, I think it is his duty to play the 
most important part in directing the change- 
over to self-selection. 

Herewith illustrated in the photographs is 
a luggage department showing the before 
and after appearance, both in the same store 
location—the new design resulting in proper 
stock arrangement, which is the basis of 
today’s self-selection merchandising. 

We refer here to some of the experiences 
encountered in planning a department of 
this kind. A complete survey of the former 
layout was made, compiling all the necessary 
data as to the quantity of merchandise to 
be shown and the reserve to be carried in 
the stock room. The next step was to study 
the operation of the former layout so that 
all the mistakes of the old way of doing 
business could be detected before the new 

[Continued on page 33 


—The first illustration shows the luggage de- 
partment of Kern's as it was before it was 
replanned to enable the shopper to serve 
herself. . . . Next is a view of approximately 
half the luggage section after remodeling. 
Each type of bag is located in its proper 
group, easily available for personal inspec- 
tion by the shopper, properly tagged and 
priced, and arranged so that the customer 
instinctively replaces any article she examines. 
The wall area immediately adjacent to the 
shelving is covered in luggage fabrics... . 
Left, the entrance to the new luggage shop, 
where sales doubled during the first six months 
of operation and in the first three months of 
this year have trebled the sales of 1942— 
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Merchants changing their stores to self- 
selection or semi-self selection find they 
are doing a complete “about face” from the 
usual method of offering their wares to the 
buying public. Instead of an orderly array 
of stocks in wall fixtures, attractively 
trimmed showcases, and with salespersons 
trained in the art of suggestion selling, he 
has merchandise in open bins on counters 
and shelving, signs everywhere to carry the 
sales message, and customers making their 
own selection with little or no help. With 
a wrapping counter nearby and a few roving 
salespersons to assist when needed, the mer- 
chant, like the popular mess sergeant, is say- 
ing, “Here it is; come and get it!” 
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isplay In The Self-Selection Store 


By TROWBRIDGE STANLEY, President 
L. A. Darling Company, Bronson, Mich. 


showcases are placed in the usual way in 
front of wall fixtures they act as barriers 
and render that section of wall fixtures 
entirely useless as a_ selling unit. Well 
lighted and attractively trimmed showcases 
add a great deal to the appearance of a store 
and some of them no doubt will continue in 
use, but only in locations which permit a free 
flow of traffic all around them, such as in 
shoe departments. In semi-self-selection 
operations, such as in jewelry sections where 
higher priced merchandise is kept undet 


glass, there will be a place for floor type 


showcases. 


Wall fixtures with sliding glass doors are 
just about in the same category as the floor 
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Changing from a service type to a self- 
selection operation has created many _ prob- 
lems for the retail merchant. Merchandise 
must be classified and displayed by sizes, 
colors, and the like, and clearly marked 
with the correct selling price. Everything 
possible must ke done to make the selection 
as simple as possible for the buyer. As all 
merchandise must be uncovered and within 
easy reach of the buyer, it has been dis- 
covered that floor showcases and wall fix- 
tures with glass fronts do not fit into the 
picture. Outside of an occasional location 
it is very hard to find a place for showcases 
in a section operating entirely on the self- 
selection plan. The idea of self-selection 
is to arrange a store, or certain departments 
in a store, to enable customers to remove 
articles from counters and shelving. When 


—The first sketch shows a suggestion for using 
the upper section of a standard wall fixture for 
display. Details are given in the accompany- 
ing article on this drawing and the one at 
the right— 

















type showcase. However, these can be con- 
verted into a selling unit by removing the 
glass doors and filling the shelves with mer 
chandise. This change also provides an ideal 
place tor interior displays which will com- 
pensate tor the loss of some showcases 
Shown in the accompanying sketch is a sug 
gestion for using the upper section of a 
standard wall fixture for display. The maxi- 
mum height for self-selection is 66 inches. 
Wall fixtures vary in overall height, but 90 
inches is a pretty fair average. This space 
between the top shelf and the canopy can 
be utilized for display and by using glass 
for the shelf the light from the canopy is 
carried to the open stock below. For cases 
without lighting the display shelf can be 
divided into sections and by painting the 
panel background in different pastel tints 
a colorful and pleasing effect is produced 

Posts can be treated in practically the same 
way. The lower section with drawers for 
reserve stock should be the usual counte 
height. The open shelves for merchandise 


can be divided into 


quarters, or more divi 
sions if desired. This section extends 66 
inches above the floor and a glass display 
shelf rests on the top It a lighted canopy is 
used, the same effect is produced as with 
the wall fixture. 

With counters filled with merchandise in 
open bins, display has become one of the 
most iinportant factors in self-selection oper 


ation. Everything is on display! However, 
there is nothing particularly attractive about 
a counter with bulk merchandise and some 
improved the ap 


merchants have greatly 


pearance of their stores by using over 
counter display units. The “five and ten’ 


type of store has done this for years and 


has found it very successful. It not only 
[Continued on page 26] 
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Superb Examples Of Utility Display 








.-and every day Electricity and Gas 


mahe it easter to prepare nutritious meals 








-and give your family 


let Electricity and Gas ee 
free your time and energy bn i] 
for war duties i = Moke the wecessary 


WAR BONDS REGULARLY 


—Some utilities, barred by war from display promotion of their normal are by the display department of Consolidated Edison Company of 
merchandise, are setting splendid examples for retailers to follow by New York, under the supervision of Ray Martin, who is assistant adver- 
concentrating on doing an educational job for the public. These units tising manager— 
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In this era of wartime hosiery, your displays must be more attractive than ever. 
The only successful way to show any type of hosiery is on life-like forms. 





Darling manufactures display forms for both women’s and men’s hosiery of 
non-critical material. They are light, durable, and moderate in cost. Plan your 
hosiery display promotions with Darling forms. 


Darling also builds a complete line of staple display forms plus an excellent 
selection of ‘Patriotic Displays.” (SOLD THROUGH AUTHORIZED DARLING 
DISTRIBUTORS IN ALL PRINCIPAL CITIES) Write for information. L. A. Darling 
Company, Bronson, Michigan. New York office and showrooms, Suite 735, 
Marbridge Building, Broadway at 34th Street, New York City. 


DARLING 


THE NAME TO THINK OF FIRST IN DISPLAY 












1@ 


THE THREE DARLING PLANTS FLY THE COVETED TREASURY FLAGS 
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J.A.D. News... 





Active display departments are shifting 
scenes and packing winter props—and a mil- 


lion windows on Main street, U. S. A., pre- 
sent the world’s greatest mercantile show, 
here, there and everywhere. This American 


designed production accepts the challenge 
and conditions of a second year of war by 
producing the most beautiful fabrics and 
original wearables in all pre-war years. 

And the spring is an excellent time to 
think of your association. How many of 
you displaymen know the International As- 
sociation of Display, its purpose and opera 
tion? In the course of its forty-seven years 
you have read and heard praise, knocks and 
bangs. You can recall, at one time or an- 
other, reading the announcement of one or 
more activities promoted by this non-profit 
organization operated by an elected group 
of displaymen from the ranks, allocating time 
and service, not for praise or compensation, 
but for the best interest and progress of 
our profession. 

You have heard of our annual conven- 
tion consisting of four days of planned 
programs and a multi-million dollar exhib- 
itor-manufacturer show. You have perhaps 
come across one of our monthly educational 
messages; you have even seen a copy of our 
monthly bulletin. 

You remember that in years past the 
membership was $10, and later $5. Still you 
hesitated about becoming a member. You 
decided in 1943 to take prompt action when 
the membership dues were lowered to $1 for 
the entire year, making it possible for every 
man and woman in display to join. But per- 
haps you are not convinced even now that 
it’s worth taking a chance, so you wait and 
wonder ! 

You are one of 30,000 individuals in dis- 
play work. You love display and you intend 
making it your profession. You have always 
fared well on your own, disregarding a 
membership in this International Association 
of Display, and you still hesitate to join. 
So let's take a look at what some others say: 

A. “I have just read a copy of the I. A. D. 
News and enclose my check of $5 for mem- 
bership. I am not engaged in display or any 
part of retail store operation.” — Signed: 
Executive Director, Chamber of Commerce, 
Western city. 

B. “Enclosed check for membership in 
the I. A. D.’—Signed: Doctor of Medicine, 
Southern city. 

C. “I have just returned from the Atlantic 
war theatre after seven months of life-and- 
death action. In a few weeks I will be re- 
leased from the hospital with a discharge. 
My intentions are to return to display work. 
In the meantime, rush application blank for 
renewal membership in the I. A. D.”—Signed : 
Seaman, First Class, U. S. N., Eastern hos- 
pital. 

D. “After reading Frank Bingham’s arti- 
cle in the March DISPLAY WORLD, is 
Here’s my dollar and rush 


my face red! 





President 


membership.” — Signed: Display Director, 
Western city. 

E. “I intend to become a member of the 
I. A. D. What are the dues, benefits and 
amount of insurance policy? Will this pol- 
icy pay benefits for sickness ?”’—Signed: Dis- 
play Department, Northwestern city. 

F. “This is indeed great news for men in 
our profession. Now, each and everyone of 
us can well afford membership in the I. A. 
D.”—Signed: Display Manager, western city. 

G. “For many years, I have followed the 
activities of your association. May I sug- 
gest your by-laws be changed to include all 
branches of professional service, and the 
name of your organization be known as The 
International Association of Professional 
Men.”—Signed: Lawyer, Eastern city. 

Now, do you still hesitate ? 

Notice appeared in the March issue of 
DISPLAY WORLD that out of respect to 
the wishes of our government, a_ patriotic 
action was taken in the cancellation of our 
forty-sixth annual convention originally 
scheduled for June, 1943. Without lapse of 
time, the very date this decision was made, 
plans were inaugurated to conduct a “Con- 
vention in Print.” This first such convention 
for the display field is through the collabo- 
ration of the I. A. D., the National Associa- 
tion of Display Industries, and DISPLAY 
WORLD. The June 15 issue of DISPLAY 
WORLD will become one of your treasured 
keep-sakes with its many fine articles and 
added special features to assure you readers 
a real convention with all its trimmings— 
brought to you in your own home. 

The Annual Photographic contest will be 
held this year as usual, as a part of this 
“Convention in Print.” An invitation is 
extended to all displaymen and 
women to make your entry plans now. It is 


hereby 


open to all firms regardless of size or loca- 








APPLICATION FOR 
I. A.D. MEMBERSHIP 1943 


Name 
Home Address 
Firm Name 
Firm Address 
City and State 
Your Title 
Name of Local Display Club 
Member of Local Display Club? 
1943 Membership—$1.00 Cash 
“If accepted, I agree to abide by the 
By-Laws of the Association and to 


promote the cause to which the Asso- 
ciation is dedicated.” 


Signed 
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By RAY W. PARKS CONE 0 ARE aE 





tion. Your. subscription to DISPLAY 
WORLD or membership in the I. A. D. is 
not required. Follow these rules: 

1. The contest is in two divisions—cities 
under 100,000, “A” division; cities over 100,- 
000, “B” division. 

2. Twenty classifications: first, Victory 
displays; second, women’s ready-to-wear; 
third, men’s ready-to-wear; fourth,  chil- 
dren’s ready-to-wear ; fifth, women’s accesso- 
ries; sixth, men’s furnishings and accesso- 
ries; seventh, children’s accessories; eighth, 
institutional windows; ninth, institutional in- 
terior; tenth, Christmas windows; eleventh, 
Christmas decorations; twelfth, signs and 
show cards; thirteenth, jewelry, gifts, hand- 
bags, luggage, china; fourteenth, fabrics; 
fifteenth, interior shops, booths; sixteenth, 
furniture; seventeenth, paints, housewares; 
eighteenth, domestics, bedding; nineteenth, 
utilities; twentieth, installation. 

Mark no photographs, but attach easily 

removed slip of paper to each photograph, 
listing the division, classification, your name, 
firm, and city. 
3. All entries must be 8 by 10 or larger, 
in black and white only. All photographs 
must be mailed prepaid to the I. A. D. head- 
quarters, 855 Elm street, Manchester, N. H. 
Entries become the property of the I. A. D. 
and can not be returned. 

4. Contest opens April 15 and closes May 
25. Photographs arriving after that date 
can not be entered. 

All entries must be work executed since 
June 1, 1942. 

6. Photograph contest judges, chairman, 
Carl V. Haecker, W. T. Grant Company, 
New York City, assisted by other prominent 
displaymen to be announced later. Their 
decision will be final. 

7. Prize awards as follows: beth divisions, 
and each classification: first, blue ribbon; 
second, red ribbon; third, white ribbon. 

8. Two Sweepstake awards, one for each 
division: engraved plaques for the best group 
entry, one each of any twelve classifications, 
No. 1 through No. 20. You may include pho- 
tographs entered in any of the twenty classi- 
fications. 

9. The winners will be announced in the 
June “Convention in Print” issue of DIS- 
PLAY WORLD and the July bulletin of the 
I. A. D. Many prize photographs will ap- 
pear in future issues of both magazines. 

10. You are not limited to one entry in 
each classification. 

Rush your entries now! 





The I. A. D. in collaboration with the 
Mother’s Day National committee will con- 
duct a Mother's day window display con- 
test. All firms, regardless of size or city, 
are requested to install special displays, 
have photographs made and entered. 

Follow these simple rules: merchandise or 
institutional windows. No limit to number 
of photographs entered. No entry fees. 
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Photographs must be 8 by 10 or larger, in 
black and white. Official Mother’s Day pos- 
ter must appear in each entry. All photo- 
graphs become the property of the I. A. D. 
and must arrive at headquarters, 855 Elm 
street, Manchester, N. H., prepaid by June 1. 
First prize, $100 War Bond; second prize, 
$50 War Bond; third prize, $25 War Bond. 

The I. A. D. and the Mother’s Day com- 
mittee will act as judges. Announcement of 
the three winners will be nationally pub- 
licized. 

Order your official poster direct from the 
National Mother’s Day committee, 393 Sev- 
enth avenue, New York City. 


The International Association of Display 
and the Men’s Apparel Reporter will jointly 
conduct a Father’s day window contest. All 
firms, regardless of their size or location, are 
invited to install special Father’s day win- 
dow displays, have photographs made and 
enter them in the contest. 

Rules: 1. The windows may contain mer- 
chandise or they may be of the institutional 
variety. 

2. Photographs must be 8 by 10 or larger 
in black and white. The store name, the city 
and name of the display manager must be 
plainly printed on the reverse side. A de- 
scription of not more than fifty words must 
accompany each entry. 

3. Display managers may enter one or 
more windows, but only one will be eligible 
for an award. 

4. All entries should be addressed to the 

Father’s Day contest, 855 Elm street, Man- 
chester, N. H. They should be sent prepaid 
by July 10. 
5. Prizes: first, $100 War Bond; second, 
$50 War Bond; third, $25 War Bond. The 
prizes will be awarded by the Men’s Apparel 
Reporter. 

6. The I. A. D. and the Men’s Apparel 
Reporter will select a committee of judges 
and the decision of those judges will be final. 

7. Photographs entered in the contest will 
become the property of the I. A. D. and the 
Men’s Apparel Reporter. No entry can be 
returned. 


“Three Dimensional’ Photos 
Help Sell Mannequins 

An unusual method of selling mannequins 
has been introduced by Korrect-Way Dis- 
play Products, 2300 Locust boulevard, St. 
Louis. The complete line of figures is pre- 
sented in full-color photographs which are 
shown to the customer through a “Third 
Dimensional Viewer” which shows the scenes 
as if they really had depth as well as height 
and width. The idea was developed by Ed- 
ward H. Lauck, advertising and promotional 
director, and is based on the method used by 
the familiar parlor stereopticon in days 
gone by. 

The photographs are beautifully done, 
with the mannequins clad in the latest fash- 
ions against vivid color backgrounds. An 
element of conservation of manpower, gaso- 
line and rubber is seen in the sales method, 
since a series of tests indicate that this type 
of presentation enables the displayman to 
make his purchases without going to the 
distributor’s showroom or having actual 
samples brought to him. 

Arrangements may be made with Korrect- 
Way distributors for showings. 
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TO THE MEN AND WOMEN OF THE 


INTERNATIONAL REGISTER CO. 


FOR 
AN OUTSTANDING CONTRIBUTION TO 


VICTORY 


On February 4, 1943, the Army-Navy "E" was 
awarded the employees of the International 
Register Co. for excellence in war production. 


We can't tell you just what we are making but 


IT ISN'T THE 
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IT ISN'T THE 


INTER-MATIC 


TIME SWITCH 

















IT'S 100% FOR UNCLE SAM 


We are proud of this recognition accorded by 
the Army and the Navy to the high quality of 
workmanship and the sincere patriotism of all 
in our organization. 


INTERNATIONAL REGISTER CO. 


2624 WEST WASHINGTON BLVD. CHICAGO, ILL. 
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—A display table to catch the eye of children is 
pictured, the elephants being cut from '%-inch board 
such as "Masonite." Paint them a light gray. 
Mounted on their backs are display platforms deco- 
rated with canopy tops. The whole unit is excellent 
for use in the children's wear department, toy de- 
partment, or as needed for other merchandise. Table 
top, platforms, and canopies are finished in pastel 
tints— 


—A staggered set of shelving can be made 
attractive with a wallboard border cut in a 
"pie-crust' effect. The unit can be used as 
a self-selection fixture by placing two of 
them back to back, with a passage between 
for the clerk to make out checks and wrap 

up purchases— 
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—We show here an easily-made luggage fixture 
with a sloping display floor on which bags are 
placed. Each is easily seen, is easy to lift out, and 
easy to return to position, in keeping with the self- 
selection idea. Every item is accessible and visible. 
There is also a top shelf for smaller pieces, easily 
reached because the fixture is only 4 feet high. 
The front edge of the bin can be covered with a 


APRIL, 


piece of felt, mohair, or luggage fabric— 





1943 








—Baby week is not far off, and in this 
sketch we show a movable display table 
made in the form of a baby cart. Make 
it large enough to accommodate a gen- 
erous showing of merchandise. Prac- 
tically the entire unit can be cut from 
wallboard. Paint in pink and blue and 
finish off with large bows of ribbon— 
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“I know that if through some mtracle.. 


.. we could bring our combat troops 
back to America and put them into 
factories—and put the present war 
workers out in the slip trenches and 
malaria infested jungles of Guadal- 
canal and New Guinea—I know that 
within 30 days we would see our 


production doubled.” 


Lal 











We recognize and deplore the fact that management 
can be as indifferent and ineffectual as labor can be 


OLD KING COLE, IN C., CANTON * OHIO 


50 Years in Display ...Now 100% in War 














The dire need to enlist more and more 
women in war jobs of all kinds is the sub- 
ject for the next big national war program, 
scheduled for the entire month of May. The 
retailers of the nation are being urged to get 
behind the plan in their radio programs, 
newspaper advertising, and window and in- 
terior display. 

The shortage of workers in hundreds of 
necessary Civilian services, not including 
war production plants, is one of our foremost 
problems. It is felt that this ‘“Woman- 
power” campaign can do much to alleviate 
the situation. 

Just how serious the shortage of workers 
of all types is has been pointed out to the 
War Campaign Committee, of which the 
Victory Display Committee is a part, by 
the Office of War Information in special 
communications. These say, in part: 

“If we are to win the war and win it more 
quickly, we must find a way to get 6,000,000 
more women to take paying war jobs in the 
next eight months. 

“Women are needed to clerk in stores, to 
work in laundries, to drive trucks and busses, 
to work as waitresses. There are more than 
60,000 women needed for teaching jobs and 
another 180,000 are needed for transportation. 
Add to this the hundreds of thousands that 
will be needed to work the land and you 
get an idea of the immensity of the job 
ahead.” 

The OWI has made it clear that only 
about one out of four are needed for work 
in war plants. The other three are needed 
to man the civilian services that are neces- 
sary to keep community life in smooth run- 
ning order. 
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“Womanpower’ Is VDC Theme 


The help of all retailers in answering this 
mighty “Help Wanted” call is held vitally 
important by government officials. Retail- 
ers are in constant touch with millions of 
American women. They realize from first- 
hand experience just how acute is the short- 
age of labor for civilian services, for most 
of them need help themselves. 

Paul V. McNutt, chairman of the War 
Manpower Commission, points out: “ 
Retailers can be invaluable, informing and 
directing their customers so that they may 
take intelligent and effective action. ...” 

The War Manpower Commission has 
classed retailing as a necessary industry and 
naturally all retailers who take an active 
part in the womanpower drive will share 
directly in the benefits of helping to increase 
the supply of local labor. 

To reduce the complexity of the problem 
and to make the retailer’s promotion most 
effective, the three main fronts along which 
retailers are asked to bend their efforts are: 

1. Retailers must get the facts on local 
needs for women workers of diverse types. 
The manpower problem is really a series of 
local problems. Retailers should consult 
the nearest office of the United States Em- 
ployment Service. There are 1,500 full time 
and 3,000 part time offices of this agency 
throughout the country. 

2. Retailers must concentrate on over- 


—Three suggestions for displays backing up 
the drive for ''Womanpower" during the 
month of May. The fourth unit continues 


the drive for the sale of War Bonds and 
Stamps— 
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coming the common objections many women 
will naturally have toward taking a paying 
war job in addition to an already full sche- 
dule of domestic duties. These common ob- 
jections are chiefly: “Do you mean me?” 
(Most women consider the problem remote 
from themselves.) “How can I do my house- 
work and still take a war job?” “My hus- 
band objects.” “What will the neighbors 
think?” “I could never handle machinery.” 
A bit of thought will provide logical answers 
to all of these objections. 

3. Retailers must be able to tell women 
exactly what jobs need to be filled in their 
own community; they must tell them how to 
go about filling them; they must dramatize 
the patriotic angle, not neglecting to bring 
in the advantages for the woman herself. 

Practical, workable subjects have been 
selected for the displays suggested for this 
campaign. The are adaptable for big and 
little stores, as well as for firms of various 
types. The fourth display is of course for 
War Bond and Stamps—a promotion which 
naturally continues week after week and 
month after month. 








DISPLAY WORLD wishes to pay 
tribute in an early issue to the men 
and women of display who are now in 
the armed forces. It will be very much 
appreciated, and will make the listing 
much more complete, if our readers 
will send in the names of the men and 
women from their own organizations 
who are now in service. 
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OUR NEW ADDRESS 


WEL-DON 
ART PANELS 


112 EAST 19TH ST. 


No. 400 “Sailboat”—6 Colors No. 401 “Victory”—6 Colors No. 402 “Bright Eyes”—10 Colors 
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ANY PANEL 
ON THIS PAGE 


| 49.45 


EACH 





: PANEL SIZE 36” x 48” NEW YORK CITY 
: MOUNTING SIZE 4’ x5’ , 


EXCLUSIVE PANELS DESIGNED 
FOR CHAIN STORES 


5 Per cent discount on all orders 


Snax ER 





accompanied with money order 
7 —F. O. B. New York City. Phone Algonquin 4-4382 
| No. 403 “Father’s Day”—7 Colors 





No. 404 “Garden Bouquet”—14 Colors No. 405 “Fur Sale”—14 Colors No. 406 “Skipper’s Choice”’—12 Colors 
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Lieut. Adler Decorated 
With Silver Star 

First Lieutenant Richard J. Adler was 
decorated with the Silver Star by General 
MacArthur in the South Pacific some time 
last month, one of eighty in his division to 
receive this medal. During the Papuan cam- 
paign, Lieut. Adler, who is a communica- 


ae 





—Lieut. Richard Adler— 


tions officer, “repaired a telephone’ wire 
under heavy enemy fire, with utter disre- 
gard for his life,” as the citation read. 

Lieut. Adler is the son of Joseph I. Adler, 
head of The Adler-Jones Company, Chicago, 
and had been in that firm’s employ for ten 
vears prior to entering the army. He has 
a six-months old daughter, Dorrie, whom 
he has never seen. 


West Virginia Advertising 
Opens Huntington Office 


Presenting a complete advertising service, 
the West Virginia Advertising Company 
recently opened its offices at 422 Eleventh 
street, Huntington. The business was or- 
ganized in 1939 in Ashland, Ky., where an 
office will also be maintained. E. Clark 
Bobbett is president of the firm. D. H. 
Whitbeck, formerly advertising and display 
manager for the Huntington Dry Goods Com- 
pany, is secretary-treasurer and has charge 
of the display material and window display 
departments. Jack W. Williams, who had 
owned the company until a few months ago, 
will continue with the firm in charge of store 
layout and decorating. 

A complete line of fixtures and display 
materials is carried, and a showcard and 
silk screen processing department is a part 
of the organization. It is planned to serve 
stores in West Virginia, Kentucky, and 
Ohio. 


Beardslee, Pittsburgh, 
Joins Montgomery Ward 

Formerly covering the central states for 
Gardner Displays, Pittsburgh, J. Beardslee 
is now with Montgomery Ward & Co. as 
field display manager in Ohio and adjacent 
territory. He is under the direction of J. 
T. Chord, Ward's national display director. 
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Chicago Club Plans 


Summer "Open House” 

The regular monthly meeting of the Chi- 
cago Display Club was held April 5 at the 
Hotel Sherman, with 105 in attendance. 
President Jack Pollari, Madigan Brothers, 
brought up for discussion a plan evolved by 
a number of the members whereby the local 
club would sponsor an “Open House” for 
visiting displaymen during one week early 
this summer. It was pointed out that such 
a project would bring many displaymen into 
Chicago to view the special displays in- 
stalled in the retail stores whose display 
managers are members of the club, and also 
to visit local display resources. These lat- 
ter are being asked to cooperate in the plan 
by giving special attention to their show- 
rooms during the week. If the plan goes 
through as originally scheduled, a banquet 
will be given visiting displaymen on one 
night during the week with the compliments 
of the Chicago Display Club. 

The proposal came in for considerable 
discussion and met with universal approval 
from club members. Several display firm 
heads, however, requested that the plan be 
submitted to them in detail so that they in 
turn could take it up with the National 
Association of Display Industries for that 
group's approval. 

An extensively revised constitution and 
by-laws was presented by George Herman- 
son, Republic Stores, through Secretary 
Phil Atlas, and will be voted on for adop- 
tion at the next club meeting. 

Following the business session the group 
adjourned for refreshments. 


Camouflage Service 


For Isenberg 

Helmut Isenberg, general manager of the 
Ellen Kaufman Studios, 333 Fourth avenue, 
New York City, has joined the Engineer 
Camouflage Division at the request of the 
War Department, and is now stationed at 
Fort Meade, Maryland. 


Leave Of Absence 
For Jack Hecht 


Jack Hecht, head of the Hecht Fixture 
Company, Chicago, has taken a leave of 
absence from his regular duties in order to 
enter war work. Rae Hecht is continuing 
the business in the meantime. 





Another New York Displayman 


Enters Armed Forces 

The latest among display directors for 
prominent New York City stores to enter 
the armed forces is James Gosling, Franklin 
Simon & Co. He was formerly with the 
Franklin Simon branch in Greenwich and 
prior to that was with Bloomingdale’s. 
His successor has not yet been announced. 





Display Fabrics Firm 
Announces Removal 

In order more adequately to service cus- 
tomers, Price Fabrics Company removed on 
April 1 to 67 West 44th street, New York 
City, with special facilities for displaying 
the firm's line of window display fabrics. 
The former address was 636 Broadway. 
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DISPLAY IN THE SELF- 
SELECTION STORE 


[Continued from page 17] 


takes away the flat, uninteresting effect, 
but attracts customers to different sections 
by displaying merchandise at an elevation 
where it can be seen from distant parts of 
the store. The same idea of elevation dis- 
plays has been successfully used by some 
department stores operating on the self- 
selection plan. 

The accompanying sketch shows a display 
unit of this kind as used in connection with 
a counter. It is made of natural wood, 
blonde maple or frosted oak, and it serves 
two purposes. It provides a place for at- 
taching a card holder above the table and 
a base for displays. A glass or wood shelf 
can be used on the full length of the top if 
more space is needed for displays. In this 
case the sign can be suspended below the 
cross member instead of on top as pictured. 
Attractive displays on forms or fixtures 
placed above the counter will greatly im- 
prove the general appearance of the entire 
section or store, show the merchandise in a 
three-dimensional appearance, and be con- 
siderably more appealing to the customer 
than merchandise displayed flat on the 
counter. 

Glass dividers are the most popular meth- 
od of arranging a counter into bins and will 
continuue to be used as long as the metal 
splicers, clips, holders and the like are avail- 
able. It is certainly more flexible than any 
other method. In the hard goods depart- 
ments wall space is used for such lines as 
garden tools, hand tools, etc. Long metal 
hooks, extending from 4 inches to 9 inches, 
are used for displaying several articles of 
the same number and the buyer removes his 
selection from the hook without help from 
the salesperson. The most important job 
in this case is keeping the hooks filled with 
stock. There are many articles in this de- 
partment which come from the manufacturer 
knocked down and packed in individual 
boxes, such as drawer pulls, hinges, catches 
and so on. It has been the custom to display 
these completely assembled and on one large 
panel, the salesperson taking from stock the 
one seleeted. To simplify the self-selection 
of such articles, one store places the boxed 
stock in glass bins on counters and shows 
the assembled article on an individual wood 
panel attached to the rear of the bin in 
which the boxed stock is carried. 

In these days of shortages and restrictions, 
the merchant who is converting his store to 
self-selection will endeavor to use his pres- 
ent equipment. In many cases this equip- 
ment does not do the job as effectively as 
units designed for this new method of sell- 
ing. For example, many stores use counters 
with an open second shelf. It has been 
proven by stores now operating on the self- 
selection plan that the lower is useless as far 
as self-selection is concerned and should 
be used for reserve stock only. Counters 
with drawers or sliding doors in the lower 
section to conceal the reserve stock would 
eliminate the unsightly appearance of a mis- 
cellaneous assortment of boxes, and would 
greatly improve the appearance of the en- 
tire section. Self-selection requires more 
pricing and selling signs than ever before. 
More information on the merchandise, prices, 
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and signs asking the customer to help him- 
self or call for assistance if needed, are 
necessary. All are very essential in this new 
way of selling, for the customer will have to 
be educated. 

Yes, display will continue to play a most 
important part in the selling of merchandise 
just as it has always done in the past. The 
occasional interior displays which have 





—Easily identified and attractive in itself is this 
self-selection display unit constructed in con- 
nection with a store post or column— 


added so much to the attractiveness of our | 


stores will be just as appealing in self-selec- 
tion stores. Countless sales can be credited 
directly to the smart grouping of accessories, 
such as a bag with shoes and gloves to 
match, and the progressive merchant will 
continue to use this type of display when 
he changes to self-selection. 


Change Of Jobs 


For Mallonee 














Formerly with the Bon Marche, Asheville, | 
N. C., Ed Mallonee has joined Ellis, Stone | 


& Co., Greensboro, where he will have 
charge of display and will handle advertising 
during the absence of Bruce Crawford who 
is soon to join the armed forces. Mallonee 
replaces Graham Todd, who is now with the 
Kngineer’s Office, Army Camp 10, Greens- 


bc TO. 





Coffey Leaves 
Milwaukee Firm 


J. L. Coffey, president and vice-president | 


of Badger Merchandising Displays, Inc., 
and Badger Carton Company, respectively, of 
Milwaukee, has disposed of his interests in 


the firms and plans the establishment of a | 


new organization to provide design and pro- 
duction service in the point-of-sale display 
field. Complete details on his new activity 
are not yet ready for release. 

Red Cross Committee 

Headed By Nichols 


The local window display committee of the 
Red Cross campaign in Buffalo is headed 


by Burr Nichols, display director for J. N. | 


Adam & Co. 
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RIM UP!gioR uP ! 


YOU NEED COLORED CARDBOARD 
FOR MODERN VISUAL SELL/NG 


use CRESCENT DISPLAY BLANKS 





PRINTED EXAMPLES ON REQUEST 


GQ Product 
CHICAGO CARDBOARD COMPANY 





6656 WASHINGTON BLVD. CHICAGO, ILLINOIS 











IMPORTANT 
ANNOUNCEMENT 


We take pleasure in advising our friends and customers 
that we have become the exclusive national distributors 
of the popular 


TECHNICOLOR 


BACKGROUND PAPERS 


formerly handled by the 


Paper Converting & Finishing Co,. Chicago 


This line of light weight display paper comes in standard 
rolls 36 inches wide, colored one side with dull coat, 
antique finish, in plain colors. Many attractive designs 
are available. 


Write for Samples 


THE GARRISON-WAGNER CO. 


1627 LOCUST ST. ST LOUIS, MO. 
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Point-of-Sale Gallery... 


OF NATIONAL DISLAYS === 





—This three-dimensional dis- 
play for the Libbey-Owens- 
Ford Glass Company, Toledo, 
was one of the prize winners 
in the annual All-America 
Package competition spon- 
sored by Modern Packaging. 
The scene depicts a home- 
owner hanging a storm win- 
dow. Design and lithography 
by Kindred, MacLean & Co., 


Inc.— 


—Another Packaging com- 
petition prize winner is the 
one for Hoffman beer, in 
which the main colors are 
red, white and blue. Art 
and design were by J. Clar- 
ence Damron, Hoffman Bev- 
erage Company; production 
by Einson-Freeman Company, 
Long Island City, N. Y.— 


—The only floor-stand se- 
lected for an award by the 
judges of the Packaging com- 
petition was this fibreboard 
bar, lithographed to resem- 
ble wood, for Schenley Dis- 
tillers’ "Royal Reserve" whis- 
key. Designed and produced 
by Einson-Freeman Company, 
Inc.— 


—Much research in famous 
letters from famous people 
was necessary in Eaton Pa- 
per Corporation's remarkable 
new traveling display show- 
ing graphically the courage 
and comfort to be found in 
letters. Designed and pro- 
duced by W. L. Stensgaard 
& Associates, Inc., Chicago 
and New York, the display 
fits practically any retail win- 
dow. Six separate pedestals 
bear six famous characters 
of history hand-carved in ex- 
act miniature, with excerpts 
from their letters on a plaque 
below. The three units pro- 
duced will be routed through 
the principal cities— 
ete, : V, — 
Wego ' \ —This "Canadian Club" dis- 
sr ateiy SS play is another award win- 
ner in the annual Packaging 
contest; it was particularly 
designed for use in connec- 
tion with Columbus day pro- 
motions. Designed by N. C. 
Wyeth, Ketterlinus —Litho- 
graphic Mfg. Co.— 
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—The unit for Vitamins Plus 
was created and produced 
by Hussey-Woodward, Inc., 
New York City. John Holm- 
gren did the painting of the 
girl; the display is litho- 
graphed in eight colors. One 
of the two side-cards which 
accompany the central unit 
is shown, also— 
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Pichenot Heads Display 
For Franklin Simon 

Following the resignation of James Gos- 
ling, who left Franklin Simon & Co., New 
York City, to enter the armed forces, Rob- 
ert Pichenot has been appointed display 
director by the store. He will be assisted 
by Winston Jones. 

Pichenot had been with Udell & Ballou 
and prior to that time was with Oppenheim 
Collins & Co. Born in Paris, he received 
his education in France, coming to the 
United States in 1925. He is well known as 
a muralist. 

Jones was with the Kresge Department 
Store, Newark, and Lord & Taylor in New 
York City, and for some time was assistant 
display manager of Snellenberg’s, Philadel- 
phia. 


Educational Program 
Marks Milwaukee Meeting 

The first meeting of the educational pro- 
gram of the Milwaukee Display Club was 
held recently as the first of a series of ten 
lessons on display procedure, according to 
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John Schaleger, Schuster's, club secretary. 
Demonstrations of dressing masculine man- 
nequins were given by Norman Hoff, Brill’s, 
assisted by Jack Bauer, of Browning & King. 
A similar demonstration for women’s manne- 
quins was given by John Schaleger, assisted 
by Gene Banayak, Bitker & Gerner. 

A great amount of interest was shown by 
the club members in the program, and loose 
leaf forms are being presented the member 
ship at each meeting so that at the end of 
the year each will have a relatively complete 
manual on display procedure. 

Preceding the first lecture, an outline on 
“What does the word ‘display’ mean?” was 
presented by Clinton Clark, The Boston 
Store. 


Weinberg Opens Firm 
In New York City 

Displayland was recently opened at 117 
West 3lst street, New York City, under the 
ownership of David Weinberg, who has been 
in the display fixture business for a number 
of years. The firm's line includes display 
equipment, mannequins, and display forms. 
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TO PROMOTE SALES USE.. 


TIMELY JUST 
AND EASY Reyburns TACK THEM 
TO USE , IN PLACE! 
DIMENSIONAL 


PATRIOTIC PLAQUES 


IN YOUR WINDOW DISPLAYS 











SIZE EACH: 21 in. in DIAMETER 
LIST PRICE, EACH $1.95 


EACH PLAQUE !IS MADE OF 
HEAVY DISPLAY BOARD—ESPI 
CIALLY CONSTRUCTED FOR DI 
MENSIONAL | EFFECT. PROC 
ESSED IN- BRILLIANT, EYE-AP- 
PEALING COLORS. 


Buy From Your Wholesaler 


THE REYBURN MFG. CO., INC. 
PHILADELPHIA, PA. 
SHOWROOMS: 

NEW YORK—8 WEST 3éTH ST. 
CHICAGO—1100 SO. WABASH AVE. 
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The play begins with a prologue. Jeffer- 
son is on his way home—the scene is a cor- 
ner of the deck of a schooner to the far « 
right of the stage. It is quite dark and he 
stands behind a heavy oaken railing. All 


that shows of the ship is the edge of the 
deck-house, and a_ halyard which sways 
throughout the scene, lending a feeling of 
the ship’s motion. A number of mem- 


ories of his past are invoked. Among 





ee them, Jefferson recalls his marriage and how 

he brought his bride to the unfinished Mon- 
ticello; as he muses a huge blowup photo- 
graph of Monticello is flashed on the back- 
drop. Another Jefferson, the younger Jeffer- 
son, comes out from the left with Martha. 
They stand in front of the photograph— 
looking at Monticello from the distance. ; 
Another flashback in the prologue shows the 4 














THEATRE States today. The struggle of selflessness 


versus self-interest, or profiteering versus 





“The Patriots,” a stirring new historical j 
drama, uses rich decor for meticulously set Planning, ot treachery versus maetene loy- 
alty, and, above all, the need for strong 








scenes | c oO y “ 00 ylace over ~ r ‘ . 
opined i rad belief in the people these were the strug- young Jefferson demanding that the Bill of . 
today Displaymen joining in nationwide gles of the post-Revolutionary era which Rights go as written into the Constitution. N 
celebrations this month of the 200th anni- have been brought to the stage of the Here there is only a spot, the light falling 3” 
versary of the birth of Thomas Jefferson National theatre. sharply on a curving mahogany desk. 
will find deep interest in Howard Bay’s ex- 
cellent sets for “The Patriots.” (Bay, inci- 
dentally, is a former displayman.) Showing 
remarkable understanding of the develop 
ment of the decorative arts in America, the 
sets are vividly dramatic as well. The play 
deals with that period ot Jefferson's life 
when he returned to the United States from 
France, where he had been ambassador. It 
is a period during which Jefferson made 
great contributions—the period in which he | 
saved the newly formed union of states from 
dissolution; quarreled with Alexander Ham- bs 
ilton, exposing the plots of Hamilton's Fed No 
eralist party which sought to develop new in 
wealthy aristocratic families at the expense pe 
of the people—plots which led eventually to 
the Federalist resolve to go back to either _ 
english rule or a monarchy governed by aS 
Napoleon pu 
It is a period hitherto litthe known) or 
spoken about, the period which ended in S¢ 
Jefferson's inauguration as third president \l 
of the United States, but when explored by fo 
the profound pen of Playwright Sidney fin 
Kingsley it becomes a very important period lo 
fraught with implications for the United ot 
ca 
Act 1. shows Washington's presidential pa 
mansion in New York City. It is morning ry ac 
and Jefferson has come to report that he has of 
returned. The set is placed at one side of 
the dark stage and consists of only two ‘1: 
walls (a corner of the room). The rays of “4 
the misty morning sunlight shoot down into ' i 
the room from the darkness above the flats. ere 
One wall shows a window outlined in blue lie 
brocade, trimmed with gold. The panelling dic 
on the other wall is gray. The dark ma- hae: 
hogany furniture is set off by two glistening ae 
blue and white sateen seats, and crystal of 
candle holders add a sparkle to the set. Act 
2 contrasts the simple good taste of Wash Ol 
ington’s furnishings with the ornateness of 
Hamilton's. The set is simple—a curving 
screen, a couch, a coffee table, some chairs, eX] 
a grandfather's clock. The character of the is 
La 
ne\ 
—Excellent use is made of small window space Val 
by Betty Godfrey for Elizabeth Arden's, New Ing 
York City; clever use of perspective creates str: 
the impression of great depth and height... . the 
At left is a scene from "The Patriots,’ with the 





settings by Howard Bay— hac 

















5088—-STONE PATH WITH GRASS JOINTS 
AND BORDER- -Vari-colored random cut stones in 


kg x24’ Roll "$15. 75. 


by Pe 


3x8" Sheet $5.50. 
No. 507—Same as No. 508 without grass borders. 


3x24’ Roll $15.00. 3’x8’ Sheet $5.25. 





No. 230—STONE WALL—Vari-colored rubble stones 


and Browns with White Sanded 


3’x24’ Roll $15.00. 3’x8’ Sheet $5.25. 
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A PRESENTATION of our 
most recent summer garden 
numbers expressed with true 
artistry of color and design. 
Adaptable for any type of mer- 
chandise. Order now from 
your jobber who is equipped to 
supply these new numbers as 
well as the standard line of 


TIMBERTONE products. 


ee ee 


If your jobber cannot 
supply you, write for 
information and samples. 


TIMBERTONE 


DECORATIVE CO., Inc. 


15 WEST 24TH ST. 
NEW YORK CITY 


Garay 


sik « 
sanded mortar joints "3’x24’ Rolls $15.00. 3’x8’ Sheet $5.25. 








TIMBERTONE Does the Unusual! 





514—PEBBLESTONE PATH WITH GRASS 
3x24’ Roll $12.00. 


BORDERS 
path with 6” 
3x8’ Sheet $4.25. 

No. 515—Same as No. 
3’x24’ Roll $8.25. 





345- RANDOM ASHLAR- 
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scene 1s given through the color. 
is a tourquoise blue, with scrollwork of dusty 


The couch is a brilliant yellow. 


ic designs was held in the 
» Who has created settings 


His prectranedion with scrupu- 
lous detail fitting into one splendid pattern 


achieve detailed visual description is the use 
of scratchboard and varnish. 

vears headed the 
Pugh at Roanoke, 





play department at N. W. 
‘a., spoke as an authority for both display 


unit-structures and abstract backdrops, 


ON EXHIBITION 


is composed of the 


variety and quality of Latin-American paint- 





stract and surrealist compositions, 
» pictures have a special interest because 





duced them. A humble funeral procession 
in Peru, a Cuban tornado with chairs and 
horses hurtling through the air, a newly rich 
Mexican supervising the building of his 
gaudy suburban villa, a melancholy Argen- 
tine summer resort of the 1880's, the moun- 
tains of Colombia, are some of the themes 
interpreted in these paintings. Further 
commentary on the life of the people is of 
fered by the large groups of prints from 
Mexico and the Argentine. 

\ fascinating exhibit at the museum is 
that of original drawings, cartoons, and 
photographs for the official army magazine, 
“Yank.” No one but service men and women 
can buy or subscribe to “Yank” so this is 
the first time the public has seen the maga- 
zine which is written, illustrated, and edited 
solely by enlisted men with none above the 
rank of sergeant. 

There are two photography exhibits at the 
museum. One is that of photographs of 
children by Helen Levitt, who, strolling 
quietly along city streets or standing at the 
edge of vacant lots, taking pictures with a 
small Leica, has caught children absorbed 
in the business of their own small worlds. 
Her photography is opposite in spirit to that 
of the “documentary” photographers who 
work with large-view cameras set up on 
tripods. She attempts to record the acci- 
dental in its brief second of high emotional 
impact, to seize the unforeseen and the quick. 
Her technical training was received from 
Walker Evans, and she has the same man- 
ner of finding a pattern in fluted cornices, 
signs on buildings, and’ arched doorways. 

The other photography exhibit is one of 











For 
USE 


King Pins and 
Displayettes 


DISPLAY PRICE TICKET 
AND SELLING CARDS 


jewel-like brilliance 


Save Time! Add Beauty! 
Ten Distinctive Models available in varying sizes. 


ably from $2.50 to $10.00 per 100 
Send for Free Illustrated Folder Today 








trying abcut 
for summer displays. 
Aes to 2 ” 


WES-BAR DISPLAY CO 











Raftia Grass borders 


without grass borders. 
3’x8’ Sheet $3.00. 


“SELF-SELECTION"™ 


New Easy Wag WITH 
AMAZING NEW HOLDERS 


made of stainless, non-priority metal, equal to finest chrome in 








Metal “Displays (0. of Chicago 


30 N. La Salle Street 


NATURAL BIRCH POLES 


Are displaymen’s No. 
some on hand, and avoid sleepless nights wor- 
They are naturals 


Chicago, Mlinois 


.. any length, 5c run. ft. 


1005 13TH AVE., E. 
*? DULUTH, MINN. 
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JUST 29 RACKS ARE LEFT! 


MODEL No. 61 
All steel construction—all chromium finish— 
cadmium arms. Equipped with 7 by 11-inch 
chromium card holder—lifetime skirt clips. Ab- 
solutely the finest equipment ever made for 
skirt display. — 


°8 
NATIONAL HANGER CO., Inc. 


545 8th AVENUE NEW YORK CITY 


Dimensions: 
96 arm, 4 feet long 
0 7 48 inches high 
DAYS F.O.B. N. Y. City 














Give Your 

Business A 
SPRING 
TONIC 
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with 
" 
) *MILEO 
STYLIZED 


MANNEQUINS 


Visit the Mileo 
Studio or Write for 
Photographs 


P. C. MILEO 
7 W. 36TH ST., NEW YORK CITY 
Just off Fifth Ave. 

















THAYER & CHANDLER AIRBRUSH 


forthe perticular artis of 


for Cata/og $2 


THAYER ¢ CHANDLER 





910 W.VAN BUREN ST., CHICAGQ.ILL 
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Eliot Porter. <A scientist as 
well as an artist, Dr. Porter has taken a 
remarkable flashlights of 
birds. By remote control he has been able 
to catch the movement and activity of birds 
in and around their nests. The colors are 
brilliant and very subtle. 


FACE OF A CITY 

New York is on its way to spring. There 
are still ice-skaters on the rink at Rocke- 
feller Plaza—little girls with short, flaring 
skirts and the other day a sailor flashing 
whipping up speed—but the 


birds by Dr. 


series of color 


busily around, 
promenade around the rink has a new deco- 
ration. In tribute to the United Nations 
there is a series of outdoor stands with pos- 
ters and photographs which pay homage to 
the courage of our allies and the 
underground movements in the occupied 
countries. Each little wooden stand has a 
gabled roof on it to keep the posters from 
the April showers. 

And in 
spring... a gaudy red and white circus 
an eloquent announcement that Bar- 


many 


wagon, 
num & 


Times square is another sign of 


Bailey's circus is coming to town. 


APRIL, 1943 


At Elizabeth Arden’s, Display Director 
Betty Godfrey has heralded the coming of 
the circus also with two extremely clever 
windows. The Arden windows are long 
and narrow. They are also quite low 

but Miss Godfrey has evolved a technique 
for handling the space to great advantage 
in these small windows. The circus windows 
show the circus as it looks at Madison 
Square Garden. At the backs of both win- 
dows painted on blue paper are the faces 
of the crowd. In one display far below 
at the bottom of the window are two paper 
figures, a soldier and a girl. Far above 
them at the top of the window are the aerial 
trapeze artists, the tightrope walker, and 
two figures on a trapeze. In the other 
window are a sailor and a girl. One of the 
splendid features of the windows is the 
lighting. Lights are concealed behind a 
grille at the top of the window and pin 
spots are directed at the little figures on 
the wires. The figures made of wool and 
of paper, with plaster heads, were designed 
by Richard Rowland. The windows have 
a_ unified scheme, pink, blue, and 
white, with touches of yellow. 


color 


By TONY BRINKER 













SCHOOL OF DISPLAY LEARNING 
THE ESSENTIALS OF 
DRAPING, RIGGING, 
SET UPS, ETC. 















FREDERICK W. 


OMAHA, NEB. 


. AFTER LEAVING THE KOES TER 
SCHOOL IN 1912 RE WENT with 
THE BENSON & RIXON CO, HICAGO, 
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SELF-SELECTION SELLS LUGGAGE 
[Continued from page 16] 
design had been conceived. In this case, as 
in approximately 90 per cent of the stores 
throughout the country, the following criti- 
cisms were found: 

From the entrance, the most predominat- 
ing feature was a conglomeration of mer- 
chandise which was most confusing to any 
customer's mind. This point was proven 
by listening to customers inquire, time after 
time, “Where will I find... ?” as they en- 
tered the department. This was due to the 
lack of proper directional signs and also 
due to improper arrangement. Conversations 
between customers and sales people were 
noted, and from this I learned many valuable 
points to be overcome in the new plan. Some 
items were even difficult for the salesperson 
to locate, though they were sure they were 
in stock. waits 
while the salesperson searches through the 


The customer impatiently 


stock rooms, behind the scenes, whereas if 
one sample of every item were carried on 
the floor and properly presented, this loss of 
time could have been avoided. A notation 
of this was made and carried out by showing 
a complete line in the new department, with 
only excess stock in the stock room. 

asked by 


“What is the price of this, please?” or “Does 


Questions customers such as, 
are common in all 
stores and would not be asked if every item 
in the department was properly priced and 
sized with full description carried on its 
sign. 

These mistakes and faults were thoroughly 


this come in other sizes ?” 


considered before any drawing was begun, 
for through the procedure of solving these 
problems the new department design formed 
itself almost automatically. 

The new plan completed has been in suc- 
cessful use since last June of 1942. When a 
customer enters the new department, instead 
ot finding a conglomeration of merchandise, 
she sees a show room of classified sections 
with a sign header above telling her the type 
of merchandise she will find on the ramps 
and shelves below. Each item in every sec- 
tion is properly tagged with the name of the 
item, color, material, and the price. When 
the selection has been made by the customer 
the item is taken to the wrap desk, which 
is conveniently located to all sections, where 
the merchandise is wrapped and the trans- 
action completed. 

This new efficient set-up enabled the de- 
partment—with the same number of sales- 
people and = stockpeople—in the first six 
months after opening to more than double 
its volume of business for the same period 
in the previous year; the last three months 
to date have trebled the sales of the pre- 
vious vear. I realize that the general in- 
crease in business must be taken into con- 
sideration in looking at these increases, but 
even allowing for this factor, these increases 
must be credited very largely to the new 
department's self-service set-up. 

Bridgeport Firm 
Appoints Hjerpe 

Arthur W. Hjerpe has been appointed 
display manager for Meigs & Co., Bridge- 
port, Conn. It is the second time Hyjerpe 
has been with the firm, having formerly 
been with Meigs from 1927 until 1939. 
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using Eaton Grass Mats. 


dise—and use them repeatedly. 





You can greatly lessen the fire 
hazard of displays in the show- 
windows and within the store by 
Yet you 
won't lessen eye-cppeal one iota! 
That’s because Eaton Grass Mats 
are so bright and colorful, so vel- 
vety smooth. Use them on any type of merchan- 
Special fire- 
proofing treatment makes them safer in use and 
in storage. They are mildew-proofed, too, to pre- 
vent discoloration. Ask your Jobber about Eaton 
Grass Mats for spring and summer displays. 











EATON BROTHERS CORP. 


HAMBURG, 


NEW 


YORK 








Shulton Sponsors Contest 
For Father's Day Displays 

The fifth annual Father's day window dis- 
play contest will be held by Shulton on 
“Early American Old Spice” men’s toiletries 
for this year. A total of $2,050 in United 
States War Bonds will be given in prizes. 
The contest will be conducted much the same 
as in former vears. Equal prizes will be 
awarded in each of two classifications : drug 
stores, and department and specialty shops. 
The prizes, all in War Bonds, will be divided 
equally for each classification, as follows: 
first prize, $400; second, $250; third, $125, 
and ten fourth prizes of $25 each. <A $5 
credit at retail of “Early American Old 
Spice” toiletries will be awarded to each 
store participating. 

The theme of Shulton’s window display 
contest this vear is “Fighting Fathers,” de- 
picting all fathers who are taking an active 
part in the war, whether on the home front 
Photographs of 
the windows must be postmarked not later 
than midnight, July 1, 


or on the fighting front. 


1943, and winners will 
ke announced on or before August 1. In- 
formation on available display material can 
be obtained trom Shulton, Inc., 630 Fifth 
avenue, New York City. 


Hundreds Of Entries Reported 
In Sew-And-Save Contest 

Preliminary reports from the window dis- 
play contest sponsored in connection with 
National Sew-and-Save week indicate that 
more than 600 entries will pass before the 
judges. 
Bloomingdale Display 
Contributes To Scrap Drive 

Five hundred pounds of aluminum have 
been contributed to the scrap metal drive 
York City, after 
letter “B" used 


by Bloomingdale's, New 
dismantling a_ three-story 
for display purposes 





SPRING 


Suggests 


LIFE and COLOR 


Get the season's spirit into 
your Spring Displays with 


FLOCK 


Versatile flock is the preferred 
display finish among discriminat- 
ing buyers of displays. No other 
finish offers the same possibilities, 
beauty and attractiveness. Flock 
is economical to use and adds that 
extra value no other method can 
achieve. 


Remember there is a special flock 
for each specific purpose and 
there is available a wide range 
of bright and permanent colors. 
It's easy to put Spring atmosphere 
into your displays with colorful 
flock. 


BE SURE TO USE 


M-L FLOCK 


FOR BEST RESULTS 


MYERS-LIPMAN 


WOOL STOCK COMPANY 


Manufacturers Since 1875 


20-26 N. Moore St., New York City 











USE THE 


OPPORTUNITY EXCHANGE 


For any WANT AD purpose: 


POSITION WANTED POSITION VACANT 
DISPLAY EQUIPMENT FOR SALE 
REPRESENTATIVES WANTED 


$2.00 Per Column Inch — CASH WITH ORDER 


















In this group of cards we have several 
ideas which are of interest to the cardwrit- 
ers, as well as to the window shopper. The 
cards are designed to catch and hold the 
eve through their own interest—not simply 
to be read as added information on the dis- 
play of merchandise itself. 

In order to accomplish this little trick 
it is necessary to build up the card around 
some unusual or intriguing feature. This is 
easily done by bringing a novel touch into 
the foreground where its force will be felt 
immediately. In these cards the following 
treatments illustrate this thought. 

\t the lower left is a card reading “Flow- 
ers On Your Hat.” It was in three dimen- 
sions. The background card was in dark 
purple on which was mounted a cut out 
flower-pot of rich yellow with shadows air- 
brushed on in gray. The lettering was in 
dark purple. The crowning touch was a 
of artificial flowers whose stems were 


bunch 


any apr 0 


g00NN 
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ards That Sell 


By E. H. THIEMAN 
Display Service Studio, St. Louis 


passed through a hole in the top of the pot, 
the opening being concealed by the leaves. 

\t the lower right is a card reading “Sun- 
shade Brims,” also in three dimensions. The 
background is on light green stock, with let- 
tering in black. A brownish-orange sun was 
airbrushed in the corner. The novel touch 
lies in a strip of awning-like corrugated 
paper in blue and white mounted at the top 
of the card; this is held out from the sur- 
face by a small, concealed hinge of card- 
board. 
the portion at the extreme edge was creased 
and kent over in an overhanging lip. 

The first card pictured depends entirely 
on layout for its attention value. The rear 
plane is of white stock. The second plane 
is in a light green paper with a leather-like 
finish. The shade was darkened here and 
there with air brush. The lettering and 
the two outline carnations were in black. 

\ really novel card is shown next under 


The corrugated was scalloped and 
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Sets.” Carrying 


“Hat and Bag 
through with this theme, the hat and bag 


the title 
were cut away from the cream-colored 
stock and replaced by actual fabric glued in 
place from beneath. 

The third card in the top row is very 
plainly done in black on a white stock. The 
carnations are in outline form. 


Change of Location 
For Wel-Don 
Wel-Don Art Panels has moved its of- 
fices, showrooms and factory to new and 
larger quarters at 122 East 19th street, New 
York City, having formerly been located 
at 155 West 46th street. In addition to an 


extensive line of panels, this organization 
is branching out in the display advertising 
and special order field whereby chain stores 
display 


may have special panels designed 


for exclusive use. 





COMFORTABLE 
WEARABLE. 
MILLINERY 
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Los Angeles Displaymen 
Hold Meeting 


A special session of the local display club 
was held in Los Angeles recently in order 
to learn more of dimout requirements and 
the best methods of compliance. Ralph 
Dickey was chairman of the evening and 
introduced various speakers who discussed 
civilian defense problems in the Los Angeles 
area. A police captain was present to ex- 
plain what constitutes a dimout violation 
and steps recommended for the solution of 
such violations. Chester B. Little and Rob- 
ert V. Ludlum then, with the aid of a model 
window, showed demonstrations of actual 
violations and the methods used to correct 
them. The final result was a display window 
of higher intensity than as first shown, but 
complying fully with: dimout requirements 
in that no lights emitted rays above the hort- 
zontal and with not more than 1 foot-candle 
of light on the outside ground area. 

The local club discontinued its regular 
meetings last September, due to the fact 
that so many displaymen are now in service 
or in defense work. Gas rationing was 
another factor, since Los Angeles covers so 
much territory and it is extremely difficult 
to travel about the city except by automobile. 

Among Los Angeles display business fac- 
tors who have entered war work are C. F. 
Williams, Artistic Window Display; John 
Gast, Gastart Studios; Challen Landers, 
Bert A. Landers, Inc., and Dave Swedlow, 
Swedlow Plastics Corporation. 

Autrey I.. 
The  Broadway-Hollywood, 
Luther Craddock, Menard & Tabery, Inc., 
was killed in an accident on March 5. A 
member of the Southern California Display 
Club, he was a very popular figure in Cali- 
fornia display and his passing is a blow to 


Maley, display director for 
reports that 


his many friends. 


All-Expense-Paid Trip 
For Winner Of Contest 

\n all-expense-paid fishing trip to north 
ern Minnesota will be offered the winnet 
in the annual window display contest held in 
conjunction with National Fishermen's week 
May 1-8, according to the sponsor, J. G. 
Faylor Spink, publisher, The Sporting Goods 
Dealer, St. Louis. 

Confident of angling’s place as recreation 
on the home front and assured the trip to 
\Einnesota’s Ruttger Lodges can be ar- 
ranged without hampering wartime travel, 
the publication decided to continue the popu- 
lar first prize for the sixth consecutive year. 
early response indicates another active fish 
mg season. 

\ny store selling sporting goods at retail 
is eligible for the contest. Winner of the 
window display competition and the Minne 
sota) vacation in 1942 was Luther Harbin 
(Gradsden Hardware Company, Gadsden, Ala. 


Skirt Display Hanger 
ls Introduced 

National Hanger Company, through David 
lerthein, has announced a 96-arm_— skirt 
hanger Ccesigned for efficiency in display and 
sales work. The company is located at 545 
Kighth avenue, New York City. 


YE 
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attractive stock of desirable 
such as 


STAPLE FIXTURES and 
NEW DISPLAY NOVELTIES 
IN WOOD, PLASTER and LUCITE 


MANNEQUINS 


Also an especially interesting collection of 
new display units for 


SUMMER 


We can offer our usual good 


most items. Write us concerning your requirements and we 


will answer promptly. 


39 W. 37th St., New York 


3 
sir! We are very fortunate in having a very 


and scarce display properties, 


DISPLAYS 


service and quick deliveries on 





NAT SIEGEL 








GIANT 
War Bonds and Stamps 


We have been fortunate in obtaining ex- 
clusive permission from the U.S. Treas- 
ury Department to produce enlarged pho 
tostatic facsimile reproductions of War 
Bonds and Stamps for display purposes. 


FACSIMILE WAR BOND 


EE Scie 86 oka eee Each, $ .50 

ae gino wade Each, $1.00 

ee . ok cae aeeasees Each, $2.50 
FACSIMILE WAR STAMPS 

OF SO 5 és os kac eens Per Doz., $1.50 


All Orders Shipped Promptly 


SILVESTRI ART MFG. CO. 


710 W. WASHINGTON BLVD. 






TE NAINAHMVAS, DAO ALT A RIRSS, 


wre bers 


Ov TRANSFEMAMLE 
UMITED STATES WAR SAVINGS BOND 


The sheer size of these giant reproduc- 
tions makes them a very impressive aid 
in the sale of War Bonds and Stamps. 
Use them over and over. 





CHICAGO 














Latest Style WIGS 


ARRANJAYS WIG CO., 32.7852 ,20%. St 





ALL TYPES—FOR MANNEQUINS 
Also Complete Line of Wiggers Supplies 


AT POPULAR PRICES 





Telephone Chelsea 3-834] 


THE LATEST IN 


DECKLE EDGE WINDOW SCROLL PAPER 


Made in 14 soft, pastel shades in size 20”x26” 
with the deckle on all 4 sides. $12.00 per hundred 
sheets, assorted colors Dealer territories open; 
send for samples. Also real values in sign board 


14 ply white, 28x44, $12.00. 
MURRAY TOL 


26TH and REED STS. 
PHILADELPHIA, PA. 











Bark, Bark, Bark 


No Priorities Needed 





Ideal for background 
and covering for building ‘ 
materials. : 





Rustic cedar bark and 
slabs — Cedar and Birch 
poles. 


Rustic displays of all 
types—Ranch houses, bird 
houses, fence, etc. 


Rustic Furniture Co. 
WILLIAMSTOWN, N. J. 
Phone 68 





-ART SNOW 


A pure corn product. Manufactured 
especially for display purposes — soft, 
light, fluffy used in Hollywood 
studios. Non-perishable, non-inflammable, 


realistic. inexpensive. 


also 
very 
practical for window or other 


Samples and prices on 
obligation. 


Very 
display purposes. 
request without 


Miller Cereal Mills 02°" i, 











WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 











Send for the  yAIR BRUSH 


, CATALOG 






‘In 1891 Yj 
made THE WOLD AIR BRUSH 
one” MANUFACTURING co. 


2173 North California Ave. 





CHICAGO - - ILLINOIS 
Ree E RLS NES EE 


PATRIOTIC RAYON ROPE 
VALANCE SWAG 


Perfect for Decoration Day and July Fourth Themes 
$1.00 Per Yard—Immediate Delivery 
Samples on Request 
PRICE FABRICS CO. 


67 W. 44TH STREET NEW YORK CITY 





















For Victory 
Buy U. S. War 
STAMPS and BONDS 
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The next six 
months will undergo one of the most sweep- 
ing changes in its long history if Selective 
Lewis B. Hershey is as 
serious as he Calling for all men 
over 38 to 45 to register for farm or war 
out of the 
display employment pie alone. Drafting of 
summer or early 
slice, even bigger 


profession in the 


display 


Service Director 


sounds. 
plant joks will cut a big= slice 
fathers under 38 by late 
fall will cut 
than the first mentioned. 


To the worried retailers this leaves three 


another big 


pieces of the display pie to carry on until 
victory 1s First, the slice that repre- 
sents the men over 45 and in this group are 
many of the most able and experienced vet- 
erans. They all will do a grand job. The 
second is the group that look a bit green, 
but will prove themselves capable beyond a 
doubt. I speak here of the women who are 
in this work now and to those who are en- 
tering it daily in nearly every city and town. 
How well they carry on will depend upon 
the training they receive from the display- 
not be called out of their 
present jobs. The third group or the last 
slice in the pie is made up of the young men 
of 16 and 17 not yet called up to serve their 
flag. Out of this may come a few 
leaders to give display 


Won. 


men who will 


group 


some new ideas in 


the vears ahead. 


employ- 
from 


With this cut up pie of display 
ment before us, now we can go on 
there and see what the display profession 
must do to carry on in 1943, 1944, 1945 and 
1946, 
the making. 
ancl 


I helieve a new form of display is in 

Surely, simplification of win- 
interiors would be a good be- 
ginning. Heavy props that take two or three 
men to carry or put up are out. Lightness 
should be the first rule of buying in the days 


fixtures, or 


1 
COWS 


mannequins, 
Flowers in 


ahead in props, 


anything else. such as 
we often buy and use in various ways will 
make the inexperienced display person doubt 
their Flowers taking definite 
forms like small trees with interchangeable 
leaves would have much more sales appeal. 


sprays 


usefulness. 


Further to simplify display will of course 
depend upon your own individual store prob- 
lems of personnel, which in) the months 
ahead will get worse instead of better. Some 
display managers over 38 may go into war 
plants and carry on their jobs in a super- 
visory capacity in spare time. In cases like 
windows with 


would be 


this, a simplified battery of 
changes than 
In fashion displays where mannequins 


fewer heretofore 
Wise. 
play an important part now, figures will in 
the war ahead play even a greater 
Dressing these mannequins and posing 


years 


one 
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Think tis over 


By FRANK G. BINGHAM = 





them in new balances will be the girls enter- 
ing this field; for the lack of a_ better 
word we will call them “Displadies.” 
Today, each mannequin is a separate unit, 
although in real life women invariably are 
grouped together and seldom do you see 
them with their arms stretched out as if 
they are flagging down a train—as so many 
present-day mannequins appear in our win- 
dows. The conservative or friendly types 
just don’t get into manufacturers’ lines. To- 
day people move in groups, talk in groups 
and discuss their problems together, but 
looking into the average show window you 
find a bunch of total strangers swinging 
along with individual problems and keeping 
them strictly to themselves. These are not 
the women of today and perhaps the “dis- 
pladies” entering this field will rise up and 
voice their opinions, thus creating a new 
trend to a friendlier mannequin for a nation 
bound more closely together in unity. The 
mannequin of today is still an isolationist. 
A few years ago a set of junior figures with 
arms joined together was the closest any 
manufacturer ever came to producing a tri- 
selling unit that looked like the real thing. 
Grouping present-day mannequins 1n conver- 
sational settings is impossible. They look 
as if they are all trying to high-hat each 
other, but real today group 
minced. More mannequins could be used, 
more dresses, suits and coats could ke sold. 


people are 


more interest could be created and win lows 
could be simplified if we had conversational, 
our wartime 


friendly type mannequins in 


windows and interiors. 

Speaking of “displadies” reminds me that 
many interesting facts and philosophies have 
been written about women in general and | 
quote a few that the Associated Dispatcher 
published a few years ago: 

“When you educate a man you educate an 
individual; when you educate a woman, you 
educate a whole family. When you see 
a woman smile, watch out; when 
her frown, get out... . A handsome woman 
is a jewel; a good woman a treasure... . . \ 
woman's heart, like the moon, always 1s 
changing, but there always is a man in it... 
What's a table richly spread without a 
woman at the head? ... Whatever may be 
the customs and laws of a country, the 
women of it decide the morals ... 1f your 
wife laughs at your jokes you can be sure 
of two things: either your jokes are good 
ones, or you have a good wife what a 
(up to the age of 14) good 
parents; from 14 to 40 
from 40 to 60—personality, and 
You displaymen can add 


you sec 


woman needs is: 
health and 


good looks: 


good 


from 60 on—cash.” 
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RIBBONS 
by 
TAFFEL 


Send for Free Booklet 
TAFFEL BROS., INC. 


95 Madison Ave., New York 


OUR SPECIAL REFINISHING SERVICE 


consists of a complete overhauling of the manikin, 
including repairing of all breaks and cracks; 
over-all spraying in a choice of flesh tones: new 
makeup styled to your individual requirements; 
and the crowning glory of a modern coiffure 
created in soft-textured combed horsehair. 


[ADISONIA MANIKIN REFINISHING 


795 BROADWAY @ NEW YORK CITY 
GRamercy 5-9117 








Write for Prices and Free Copy 
of “10 Tips on Manikin Care” 





Among animals, the Rhinoceros is noted for his ‘ability. 
Peoaer = ints hove the eter 

$ ation-they- 

Segre take: punt Try them 


“CORE \ On your next display 
SEARED MOTONG Tat. BURLAS, TRUSTER SY 


MERKLE-KORFF GEAR CO. 


211 NORTH MORGAN STREET ed hey \ci ova | 6 








CLAY COATED 
SHOWCARD BOARDS 


“Buy “Direct and Save... 
AD BRINGS SAMPLES AND PRICES 


YOUR LETTER} 


F. D. GOODLANDER 


BOX 233 WABASH, IND. 








your personal ideas to this list, | am _ sure, 


especially after vou have worked with a few 


1 


newly acquired “displadies.” 


I was wrong, Ray Parks and 
DISPLAY WORLD 
told there 


Vear 


Was Wrong, 
when we 
this 
and a 


You 


an expense at 


Was Wrong 


you would be no convention 


There will be a convention 
with all the 


. however, 


good one, features intact 


won't have to have 


count or a week off from your job, but every 
one interested in display will be on hand 
It will ke the biggest convention ever held 


by the I. A. D. and the convention hotel will 


be large enough to accommodate every dis 


displady, 
friends. You 


hold out \ 


play manufacturer, displayman o1 


retailer or wholesaler, wives o1 


can stay as long as your eyes 
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Print!” The hotel and con- 
vention headquarters will come to your door 
about June 17, when your copy of DISPLAY 
WORLD What a treat, 
break for when everything 
line of 


“Convention in 


arrives. what a 


display looks a 
The 


conventions 


bit gloomy. long successful 


AS BD 


the war, 


not be broken by 
able 


you re 


will 


and you will be to enjoy every 


minute of it, whether pulling weeds 


in your Victory garden or planning to jump 


into Benito’s back vard trom North Africa. 
A number of people are hard at work now 
to bring you a complete 1943 “Convention in 


first time in the history of 


I personally will serve 


Print’—for the 


display. free drinks 


ketween paragraphs of my column, so don't 


forget to look me up at my booth on pages 
52 and 53 in the June issue. 
Wordisplays: That new recruiting poster 


for the WAVES will use Selene Mahri, of 
Stockholm, Sweden, as the beautiful model ; 
she won the assignment over nine others 

put it in your windows, fellows, not vour 
display department. . . \. V. Fraser has 


left Field's, 
a mighty 
that the 
His displays down through the 


Chicago, on a leave of absence 


man, worthy of all praise, a genius 


display profession will never re 


place vears 


were never copied. No displayman has evet 


looked into windows other than Field’s and 
said: “This looks like Fraser's work!" 
William James said: “The great use of a 


life is to spend it for something that outlasts 
Slooser left Field's 
Jack ¢ Sam 


it.” . Henry has 


Ievanston, II. ‘ameron, Blum 


and Gordon Kearns saw the Golden Glove 
finals in which Earl Neal, Oklahoma City 
fhehter, won the 118-pound class Son of 
a displayman and card writer—his tather 


knocks out the cards and the son knocks out 
the fellows on the fight cards . Le. Jack 
Cameron, taller and better looking than his 
dad, is stationed at Fort Lewis, Wash 
every United States medium tank is made 
up of 25,000 pieces, 5,000 of them different 
(george Part salesman fot wie 
Gasthoff, Danville, Ih, has made his bigges 
sale to date—himself to Uncle Sam Don 
Bassett. president of the South Bend Display 
Club, had a WAAC tor a speaker at his 
first meeting two davs later the draft 
boards calle] William Tusing, display man 
ager of the Grand Leader, and Leslie Moon 
head, of Sears, to go to Toledo Phe 
care back on the “Youre In” bus 
Clever display card by Vanta showing naval 
officer looking at baby in a bugey, with the 
caption: “Wouldn't vou stop and look, too 
R. B. Kuhlman, display manager at Lan 
son's, Toledo, enters the army This col 
umn had him in about a vear ago and his 


firm received lots of letters asking about his 


job. Don't write now I. Fraser, his as 
sistant, has been appointed acting display 
manager for the duration. Lots of luck, 
Kuhlman, and vou, too, Fraser Betty 
Marquardt, display manager now for Earl 
Groth Company, Fort Wayne, Ind. as 
Fort Wavne goes, so goes the nation 

To you lovers of wood carving, listen—a 


statue of Paul Bunvan, mythical giant. ot 


the woods, carrying his famed blue ox, now 
stands at the roadside near Three Rivers, 
Sequoia Park, San Francisco It is hewn 
from one single piece of lumber and weighs 


No. 


a trave i display 


13) tons Stensgaard is not going to 


have it as 













Ready For 


MOTHER'S 
DAY? 


We are—with 
several new ideas 


that will help 


you do an 


outstanding job. 





“GLORIFIED” 


For 


MOTHER'S 


DAY 
May 9th 


@ PANELS 


@ STREAMERS 


@ POSTERS 


6 


Complete Line of Display Fabrics & Accessories 


NEW YORK — 130 WEST 46th STREET 


Los Angeles 


Lake 


st 


@KWILT BLOCKS 


@ VALANCE DRAPES 


@ TIMBERTONE 
@BEACH CLOTHS 
@GRASS MATS 


@ ARTIFICIAL FLOWERS 
@NAUTICAL SPECIALTIES 
@COTTON ROPING 
@SUMMER CRASHES 


@CORK FLOATS 


@ DISPLAY PAPERS 


and hundreds of other items 


st 


‘“MAHARAM CAN FILL 
EVERY DISPLAY NEED” 


> Olive 


st 


819 Santee 
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N. A. D. 1. MEETING 
| Continued from page 5] 

1943 is concerned the decision had _ al- 
ready been made not to hold an exhibit and 
the I. A. D. had also decided that a con- 
vention this year was not desirable because 
of war conditions; (3) Convention by Mail 
It was the general opinion that this has 
great possibilities in calling attention to the 
progress of the industry and its contribu- 
tions to advances which display has made. 
N. Silverblatt announced that DISPLAY 
WORLD had already planned a special issue 
to be known as a CONVENTION-IN- 
PRINT, its June number, to contain the type 
of material usually presente:| at a conven- 


DISPLAY WORLD 


tion. He offered the association the neces- 
sary editorial space to make the presenta- 
tion which the association had in mind, stat- 
ing that by this method the N. A. D. I. 
would incur no financial obligation. It was 
then decided that each member should co- 
operate to make the editorial contents of this 
special section of the greatest worth and 
the matter was referred to Stanley, chair- 
man of the Public Relations committee. The 
organization voiced its approval of the entire 
project and strongly urged the fullest co- 
operation of all to make this effort one 
which would bolster the industry and estab- 
lish for it a solid foundation for post-war 
achievement. 





OPPORTUNITY EXCHANGE 








We are looking for 


tically placed into 


3274 Beekman Street 


TOP-FLIGHT DESIGNER WANTED 


a man who can originate ideas for glass and plastic 
point-of-sale signs, and execute designs in a manner that they can be prac- 
quantity production. 

This is a permanent position offered, with an excellent future assured in the 
post-war period, and with income limited only by the extent of creative ability. 
This is an opportunity of a lifetime for a high-grade sign designer. 


CINCINNATI ADVERTISING PRODUCTS 
COMPANY 


Cincinnati, Ohio 








Prominent Displayman 
Available 

Display executive, 45 years of age, mar 
ried, 4k Draft, 23 years’ display experi 
ence, desires voluntary change. Interested 
mly in higher class women’s specialty or 
A department store. Would con- 
sider first assistant large department 
store. Will make appointment for per- 
sonal interview for right proposition. An 
swer in confidence. 


Address “S. R.” 


Care DISPLAY WORLD 


( lass 


QUICK LANDSCAPE PAINTING 


An entirely new book on landscape and scenic 
painting. Full instruction and scores of illus 
srations, including 18 pictures in full color. Big 
pages with plastic binding, to open flat for copy 
work. Postpaid anywhere ONLY $3.00. 


SIGN PUBLISHING CO. 
2325 Cass Ave. St. Louis, Mo. 








WANTED—WINDOW TRIMMER 
and show card writer for men’s clothing 
and furnishing store. Must have good ref- 
‘rences and state nationality. 

THE HUB 


Springfield - - - Ohio 








COMBINATION MAN for women’s apparel shop 


t the better type We require an experienced 
man. Would consider a man with trimming ex 
perience alone, but prefer one who has had 
experience in that line as well as advertising 
State age, draft classification, exp., and salary. 


THE PARISIAN COMPANY 
Canton, Ohio 





BARGAIN — BACKGROUND CURTAINS 
Enough tan curtains for seven average sized &’ 
windows and six for 7’ windows. Small design, 
heavy material, hemmed bottom, drape beauti 
fully, perfect condition. Used only two years 
Sell all or part. Cheap price. 


WERNER & HILTON, INC. 
8th & Washington St. Louis, Mo. 








Home Study 
“LESSONS IN WINDOW DISPLAY” 
A low priced, practical and up-to-date course 


covering all phases of the subject. Of value to 
the experienced trimmer as well as the begin 
ner Over 500 pages with 1,000 sketches to show 
you how Write for circulars 


WILL H. BATES, Box 101, Ellsworth, III. 


DISPLAYMEN BE ARTISTS 


Learn by mail how to make your own pictorial 
Posters, Cut Outs, Dioramas, Accessories, Back 
grounds, etc. Our Practical, exclusive, $25.00 
Correspondence Course and Scholarship only 
FIVE DOLLARS to profession, if you enroll 
NOW. ENKEBOLL SCHOOL OF ARTS, 
Enkeboll Bldg., 27th and Fort Sts., Omaha, Neb. 








ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common school 
education sufficient Send for free booklet out 
lining home study course and requirements 


PAGE-DAVIS SCHOOL OF ADVERTISING 
1315 Michigan Ave., Dept. 266C Chicago 








CORRESPONDENCE INSTRUCTION—In Win- 
dow Display, Advertising and Card Writing 
In continuous operation for nearly 40 years with 
over 20,000 graduates in nearly every country in 
the world New graphic instruction and new 
short courses now available at special prices. 
Write for catalog. THE KOESTER SCHOOL, 
300 W. Adams St., Chicago, III. 
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Officers were then elected, as follows: 
Ralph W. Adler, Jas. B. Williams, Inc., 
president; Karl Roth, Gardner Displays, 


Pittsburgh, first vice-president; E. Freund, 
Decorative Plant Company, New York, sec- 
ond vice-president; George Silvestri, Silves- 
tri Art Manufacturing Company, Chicago, 
secretary; Joseph I. Adler, Adler-Jones 
Company, Chicago, treasurer. The directors 
elected are as follows: Joseph I. Adler, The 
Adler-Jones Company, Chicago; Albert Bliss, 
Bliss Display Corporation, New York; 
Trowbridge H. Stanley, L. A. Darling Com- 
pany, Bronson, Mich.; George Silvestri, Sil- 
vestri Art Manufacturing Company, Chi- 
cago; B. A. Jacobs, Los Angeles; I. T. Vier- 
heller, Garrison-Wagner Company, — St. 
Louis; Ralph W. Adler, Jas. B. Williams, 
Inc., New York; James V. McNichol, Bulk- 
ley, Dunton & Co., New York; W. L. Stens- 
gaard & Associates, Chicago. 

It was proposed that all present associa- 
tion members be designated as charter mem- 
bers and suitable certificates be prepared, 
which action was taken. 

President Adler then appointed the follow- 
ing committee chairmen, each to appoint the 
necessary colleagues : membership committee, 
Alvin M. Mendle; exhibit 
committee, members, W. L. Stens- 
gaard; finance committee, three members, 
Joseph I. Adler; public relations committee, 
three members, Trowbridge H. Stanley. 

This session was concluded with general 
discussions for the good and welfare of the 
industry, bringing out the importance of co- 
operation and assistance for those members 


five members, 
seven 


whose businesses have keen hurt by war re- 
strictions. Bliss brought up the matter of 
war contracts end Silvestri suggested the 
intimate exchange of experience and contacts 
in this connection. The discussions were 
quite thorough and touched upon = many 
problems of the industry and showed that 
those assembled were in a serious mood and 
willing to giving unselfishly for the common 
good. In fact, so vital were the discussions 
that when the Saturday session finally came 
to a close it was agreed that the same open 
forum type of discussion would constitute 
the program for the Sunday session. 

session was convened at an 
shape | 


The Sunday 
informal -breakfast which probably 
the way for the free and frank discussions 
which followed. The first matter taken up 
was that of increasel membership and_ it 
was decided to proceed at once with a mem- 
kership campaign, which will be under the 
direction of Mendle. It is practically as 
sured that the membership can be more than 
doubled easily. 

One of the outstanding features at this 
session was the presence of Frank Dale, for 
merly president of Mechanical Man, Inc., and 
now president of Dale Engineering Company, 
Washington, who is acting as sales repre- 
sentative for several of the members who 
are in war work. He explained that it was 
necessary to have complete and = accurate 
data regarding the facilities of the industry 
to undertake war contracts and furthermore 
a clearer picture of the amount of the in- 
dustry’s production that is devoted to units 
for patriotic This) would 
materially in having Washington 
give more consideration to the importance 
of display in the war effort and perhaps ob 

| taining for it a more essential ranking in 


display. assist 


officials 





ae oe 
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industry ratings. Bliss brought out the point 
that in seeking war work it is essential that 
the industry must think in terms of 
markets, of new customers and develop pro- 


new 


motional efforts in keeping with the require- 
ments of those markets. 
The Victory 
mittee was thoroughly discussed and it was 
that Leslie S. 


Janes, chairman, has done a notable job and 


work of the Display Com- 


the consensus of opinion 
deserves the industry's continued support and 
cooperation. 

Considerable attention was given to a dis- 
cussion of War Production Board regula- 
tions affecting the industry. Joseph I. Adler 
that he had been in touch with 
Snow, administrator of the Pulp 


reported 
Charles E. 
and Paper Conservation Order, who stated 
that he saw little hope for any extension 
alter May 1 of the order discontinuing the 
manutacture of paper artificial flowers. The 
alleviate manpower and 
transportation shortages rather than 
strictly for paper conservation, it 1s 
In connection with these discussions it 
emphasized that the respect for the industry 
in official circles will depend on strict ad- 
herence to the terms of all WPB regulations 
and the then adopted 
mously the following resolution presented by 
Stanley: “Be it resolved that the National 
\ssociation of Display Industries does not 
condone in any violation of War Pro 
duction Board orders and regulations by its 
members and should any member be con 
victed of such violations that they be 
forthwith membership in the 


order 1S one to 
being 
said. 
was 


association unani- 


way 


dis- 
missed from 
association.” 

Many other matters of direct 
the industry were discussed thoroughly and 


concern to 


plans were made to go into several important 
projects that will emphasize the important 
part that display plays in both the civilian 
and business needs of a nation at war. Some 
of them were of such a nature as not to 
warrant publicity at this time, but as com- 
mittees proceed with their work, news re- 
leases regarding these activities will be made 
as frequently as deemed desirable. 

It can not be overemphasized that the dis 
frankest nature, 


were of the were 


participated in by all present and when late 


cussions 


n the afternoon the meeting came to a close 
all voted the conference one of the most in 
teresting and productive in the history of the 
industry. 

Furthermore, it was deemed 
hold meetings, and in 
ance with this plan the next conference will 
be held at Chicago late in June. 


display 
essential to 


semi-annual accord 


“BRAVEST SOLDIER OF THEM ALL!" 
[Continued from page 15] 


church help develop this 


} 


programs—all 
Pea keground. 

The International Association of Display 
is working in close harmony with the Na- 


tional Committee on the Observance of 
Mother’s Day. Calling on displaymen for 
a greater effort through window displays, 
Interiors, and advertising in this national 


\merican mother, the I. A. D. 
is conducting a Mother's day national photo 


tribute to every 


\ll firms, regardless of size 
or city, are invited to have their Mother's 

photographed and entered. 
imit to the number of entries 


graphic contest. 


day windows 
There is no 


DISPLAY WORLD 


... no entry fees. All entries must be re 
ceived at the I. A. D. national headquarters, 
855 Elm street, Manchester, N. H., by June 
will be 
winners, and 


l. itngraved certificates awarded 
to the first, second and third 
there will be ten honorable mention awards. 
The I. A. D. and the National Committee 
on the Observance of Mother's Day will act 
as judges. 

\side from its purely 
Mother's day affords retailers a splendid op 
additional volume that 
The realization 

Mother's day 
sense detract 


altruistic purpose, 


portunity to obtain 
would not ordinarily accrue. 
grows that the promotion of 
ona broad seale is not in any 
ing from the sentiment or beauty of the oc 
casion, but on the contrary ads to the heart 
felt appeal the day engenders. 

No thinking retailer will fail to take part 
in this nation-wide movement honoring the 
mothers of America. The alert retailer will 
promote vigorously on the occasion's signifi 
cance, and to stimulate the flow of merchan- 


dise in those departments which have the 
strongest volume potentials 

Your Mother's day display should follow 
immediately after Easter. To aid all retail 
this coordinated dem 


ers to participate in 


onstration, the Trade Promotion Division ot 


the national committee has reproduced the 
official Mother's day poster in a wide variety 
ot full color display helps, including window 
backgrounds, posters, display cards, stream 
toppers, gummed 


Mother” 


ers, pennants, card stick 


ers, “Buy a Bond tor posters, rib 


bon badges, and artificial carnations. These 
are fully deseribed in a broadside which 
may be secured from the National Mother's 
Davy Committee, 393 Seventh avenue, New 
York City. 

. ' 
Displayman's Brother 
ls Decorated 

Louts Gehring, New York City display 
designer and consultant whose sketches are 
a regular feature in DISPLAY WORLD, 


writes that his brother, Father Gehring, has 
Navy Marine 

while with the Marines 
His picture an l name have 


been awarded the and Corps 


Medal tor 


on Gruadaleanal 


gallantry 


been prominent in newsreels and in the 


newspapers recently, and a number of news 


papers are carrying a series of articles en 


titled “Guadalcanal Chaplain” based on his 


work on that island 

Officer's Commission 

For James Stone 
James A 


anniversary of army life this month, recently 


Stone, who celebrates his first 
ommissioned a second heutenant in the 

Stone entered the 
Prior to that time he 


salesman for 


was ( 
anti-aircratt division. 
army as a private. 


was for six years a Feine 


Trimming Company, Inc., 17 Kingston street, 


Boston 


Stadler Now With 
New Jersey Firm 
\sbury 


appotmntment ot 


Park, N.., 


Sidney 


Tepper Brothers, Inc 
has announced the 
C. Stadler as 


play manager. He 


advertising and winlow dis- 
with Curtis 


‘| he 


was tormerly 
Department New York, 
Hecht Company, Washington 


stores, and 
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Have You \\ 
Met Our 


3 SISTERS?” 





They're just right for your 
‘teen age garment dis- 
plays. Like all of our fig- 


Today 
; ures they're smart, lively. 
For Photos! and in step with today! 


DISPLAY MANNEQUIN, Inc. 


257 WEST 17th STREET NEW YORK 
CHICAGO: Smiley & Co., 234 S. Franklin St. 
MILWAUKEE: Midwest Manniquin Displays, 

843 N. Plankinton Ave. 
MONTREAL: Modern Display Fixtures, 
460 St. Catherine St., West 


COVERAY 
THE COST- CUTTER 


for Lining and Covering 


Write 
















A 
CLOPAY 
PRODUCT 


Get that Expensive Look 
’ At Amazingly Low Cost 


There’s nothing more richly decorative than the 
natural grain of fine leathers. BUT THE COST! 
In COVERAY you get the looks without the 
cost. In fact COVERAY costs less than many 
display papers of less merit yet it gives you 
everything but the feel of costly leathers with 
photographic fidelity. Gives you 20 authentic 
colors—100% washable baked-on enamel finish 

-truly amazing durability. Compares with dis- 
play papers costing up to three times as much 

plain colors as low as $1.75 for 4-ft. x 25-ft. 
rolls. Write for sample COVERAY and other 
Clopay display papers. 


GARRISON-WAGNER CO. 


1629 LOCUST ST. ST. LOUIS, MO. 
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isplay 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities w.thort cost 
or obligation. This service includes an analysis 
of any display prob‘em. 

Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Let’ers 
Disp!ay Racks 
Drawing Boards 
Enlarging Proje tors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Glass Specialties 
Grass Mats 

Hosie-y & Shoe Forms 
Invisible G!ass 
Lacquering Outfits 
Lamp Colcring 
Lithographed Disp‘ays 
Mannequins 
Mou!dings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Moticn Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Paper Sculpture Displays 
Plaques (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 

Socks— Window 

Show Cards 

Show Card Colors 
Show Cases 

Show Case Lighting 
Signs—Card Holders 
Signs—Brass—Bronze 
Signs—Electric 

Sleeve Forms 
} Stencil Outfits 

Stock Posters 

Store Designing 

Store Fronts 

Tackers 

Time Switches 
Turntables 
| Valances 

Wall Board 

Wigs 

Window Lighting 

Do you wish a copy of their catalogue? 

Do you plan to remodel your store soon? 

Do you plan to build a store soon? 

MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 





Firm 
Display Manager 
Street 


City State 











DISPLAY WORLD 





APRIL, 1918 
the A. L. 


ES 3Q: 
Company, Chicago. 
that 


Burdg joined Randal 
itself, 
issue of 


As evidence 
consider this paragraph from the 
Merchants and Show Window for 
April, 1918: “We are beginning to hear more 
about ‘self-service’ in department stores. The 


history repeats 


Record 


merchandise is ticketed with the price, the 
customer serves himself, takes the goods to 
the attendant to be wrapped, and then on the 
way out pays for the goods and takes them 
will no doubt be 
the question of ‘self-service’ very 


home Merchandisers 
studying 
carefully. 

Robert FE. Jones resigned as first display 
assistant at Gimbel Brothers, New York 
City, to head display for G. Fox & Co., Hart- 
ford, Conn. 

Frank 
at Namun’s, 
enth Railway Engineers in France. 
ticipated in the Cambrai drive. 

Q. E. Wheete was awarded a Liberty bond 
in a local display contest for a window he 
Halliburton-Abbott Dry 
Company, Tulsa. 


McCormick, formerly an assistant 
Brooklyn, was with the Elev- 
He par- 


created for Goods 


James A. Robinson, display manager for 
Beir Brothers, Niagara Falls, N. Y., was 
made store superintendent. 

W. Yeager became display manager for 


Bloomington, Ill. He had been 
located in Freeport, Ill. 


William Tishman was named display man- 


Griesheim’s, 


ager for Hahne’s, Newark. Formerly he 
had held a similar post with James Mce- 
Creery & Co., New York City. 
APRIL, 1933 
Charles DeVausney left Namm’'s, Brook- 


Ivn, where he had been display manager for 
many years, to take charge of display tor 
Hearn Department Stores. He 
Peter Kuempel. 

J. W. Campbell, Carson Pirie Scott & Co., 
was elected president of the Chicago Dis- 
play Men's Club. First vice-president was 
Harve Ferrill, Neighborhood Stores Display, 
Inc., and A. J. Holterman, Montgomery Ward 
ee ALO, 


succeeded 


was named secretary-treasurer. 


"Picture User's War Catalogue" 
Is Issued By Bettmann 

The Bettmann Archive has just issued a 
profusely illustrated pamphlet called “Pic- 
ture War Catalogue.” This 16-page 
booklet describes a wide variety 


User's 
of glossy 
use in display. All 
dramatic in nature and suitable 
The catalogue offers detailed 
listings such as war production, shipbuild- 


prints available for 


prints are 
for blow-ups. 
ing, women and the war, rise of air power, 
biographies of 
Among the 
reproduced are such “be- 


postwar wonders, pictorial 
American heroes, and the like. 
Bettmann prints 
not” items as Napoleon's troop 
carrying air balloons, “V"-mail in 1871, and 
defense hond buying during the Civil War. 
The Bettmann 
street, New York 


lieve it or 


from 


57th 


available 
east 


are 


215 


( ‘oples 


\rchive, 





APRIL, 1943 
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Arranjay Wig Co. 35 
Becker Sign Supply Co. 36 
Bishop Publishing Co. 4 
Chicago Cardboard Co. 27 
Darling Co., L. A. 19 
Decorative Plant Co. 37 
Display Mannequin, Inc. 39 
Eaton Bros. Corp. 33 
Garrison-Wagner Co. Zr, 39 
Goodlander, F. D. 37 
International Register Co. 21 


Korrect-Way Display Products 
Inside Front Cover 


Madisonia Manikins 37 
Maharam Fabric Corp. 37 
Merkle-Korff Gear Co. 37 
Metal Displays Co. 31 
Mileo, P. C. 32 
Miller Cereal Mills 36 
Myers-Lipman Wool Stock Co. 33 
National Hanger Co. 32 
Old King Cole, Inc. 23 
Opportunity Exchange 38 
Price Fabrics Co. 36 
Reyburn Mfg. Co. 29 
Rustic Furniture Co., Inc. 36 


Sherwin-Williams Co. Back Cover 


Siegel, Nat 35 
Silvestri Art Mfg. Co. 35 
Stensgaard & Associates, Inc., W. L. | 
Taffel Bros. 37 
Thayer & Chandler 32 
Timbertone Decorative Co., Inc. 31 
Toll, Murray 35 


Victory Display Committee Insid2 Back Cover 


Wel-Done Art Panels 25 
Wes-Bar Display Co. 31 
Williams, Inc., Jas. B. 3 
Wold Air Brush Mfg. Co. 36 




















































F. D. R. Order to Boy Scouts 
Solves Distribution Problem for V. D. C 
olves Distribution Problem tor VY. D. C. 
| 
) | 
e write HOUSE 
TH a HINGTON OA 
; February 16, } 3 
3 
9 
7 ob ICA? 
TO THE BpoY scouTs oF AMER ee 
rk the Boy ong yor me to as 
A) qhe fine WO’ eo yast war oe tant comme 
| sig im nening 0,3 to take O8,Shcers for the 
sGeton as GOVeT pation. 
fice ° ws will be- 
a As a pispatenh ~~ ramunst vital for 
carry to the peop your sovertawe as we fient 
| | FGemetion orebte"avintans = 
ma nal victory 
on ou 
i the nation can count Only. 
37 1 know that eg willinely on° 
31 to perform _— 
32 - uf M pose 7 
36 [ober 
33 
32 
23 
38 
36 
President Roosevelt's recent order authorizing the Boy Scouts as official Government 
29 
36 Dispatch Bearers provide V. D. C. members with a nationwide distribution system for 
‘over the delivery of Government posters—and unties one of the Committee's knottiest 
35 
35 problems. Now, relieved of this burden, Displaymen are urged to see that this new 
| 
distribution plan is properly set up, by contacting the local Scout executive and the 
37 ° ° — ‘ ; 
” Retailers’ Committee and assisting them in coordinat- 
31 How many Posters should 
ing their activities. Active participation in this import- | be distributed each two 
% weeks in your city? 
ant work will prove of great value to the success of the Answer: Minimum of 1% 
_— of the total population. 
retailers’ war program. 
25 
31 
VICTORY DISPLAY COMMITTEE 
36 
L. S. JANES, National Chairman 
7 * * 








HUNDREDS OF DISPLAYS ~ 


in the NEW 
SPRING AND SUMMER 
Deal Cog DISPLAY GUIDE 


Brighten up your store this spring and 
summer with real sales-producing dis- 
plays—see hundreds of them plus ideas 
for display treatments in this new dis- 
play catalogue. All display materials 
featured are easy to get from your local 
Sherwin-Williams store or Quali-Craft 
distributor. 





FOR ALL WHO 


MAKE SIGNS 


@ If you or your associates create signs 





or show cards, see the new Quali-Craft 
Sign Supplies Catalogue. It’s packed full 
of materials and supplies galore. Get 
your copy from your local Sherwin-Wil- 
liams store or Quali-Craft distributor. Or 
write The Sherwin-Williams Co., 101 
Prospect Ave., N. W., Cleveland, Ohio. 


THE SHERWIN-WILLIAMS Co. 
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